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TO THE 


LETTERS 


EDITOR 


Agent And 


. 
Printer 
Sin.—-According to the report 
of his address in your issue of 
February 16, Mr. Robert Wylie 
states that “Layout people should 
take more advantage of the 
printers knowledge Ihere are 
far two many cases when the 
printer shuu:d lake more advan- 
tage of the knowledge of the 
advertising agent. 
it is my considered opinion 
that a f[runt-rank agency must 
employ fully experienced layout 
men and visuaiusers who work in 
conjunction with an experienced 
print’ executive, also in the 
agency's emp.oy. This man would 
necessarily De one who has spent 
many years in the printing trade 
Ihese, together with the 
agency's experienced artists, are 
then in a position to discuss with 
the printer what he can do to 
produce the final job. Processes 
to be used, type faces, inks, elc., 
must ail play a very important 
part, but before the “capable 
compositor” comes into the pic- 
ture, both agent and client know 
exactly what they want and how 
it will appear in the finished pro- 
duction 
Any agency which is prepared 
to give the printer a “rough idea” 
and leave the rest to him, has 
obviously no trained staff and 
is not living up to agency stan- 
dards of practice 
One final point. While I admit 
there are many capable composi- 
tors, 1 also submit that there are 
many now employed who cannot 
claim this qualification What 
guarantee can Mr. Wylie give 
that a very rough idea would be 
interpreted intelligently? 
A. M. SOMMERVILLE, A.LPLA 
Managing Director, 
Sommerville & Milne Lid 
Glasgow. 


Competitors 
Collaborate 


Sirn.—In ratecards, folders, and 
other promotional material re- 
ceived by advertisers and adver- 
tising agencies, One occasionally 
sees the subject of superiority 
over com eting publications ap 
proached from an unusual angle 

A recently issued folder shows 
that the Sydney Sunday Telegraph 


and the Sunday Sun give adver- 
lisers a greater coverage than any 
other two Sunday papers. 

However, the interesting point 
is that the two papers mentioned 
are direct competitors in every 
respect, and this uncommon col- 
laboration in print between rival 

newspupers must be 
anywhere 


overseas 

unusual! 

F. RYAN, 

Manager, Overseas Division 

Gordon & Gotch Advertising Ltd 
London 


War On Free Puffs 


Sin.—In your issue of February 

16, Frank North states 
“The average journalist would 
always prefer facilities to get 
his own news rather than rely 

on hand-outs, and the P.R.O. 

will win much more goodwill 

for his organisation by supply- 
ing facilities to newspapers on 
request The local newspaper 

or any other newspaper for 
that matter—knows the type 
of story its readers want, and 
whatever organisation employs 
the PR.O. they will go to 
him far more readily if he 
assists them, and is not always 
bursting to get into print 

“News values must be left 
to the discretion of editors and 
their staffs.” 

These sentiments regarding 
facilities have been expressed 
many times over and usually end 
on a note critical of the P.R.O., 
but | think most P.R.O.s would 
like nothing better than to have 
the necessary authority to arrange 
facilities for journalists when 
required 

Unfortunately, I find that there 
are usually two main obstacles to 
this Utopian state of affairs (for 
the P.R.O. equally with the 
journalist), The first is the very 
marked and definite reluctance 
on the part of the executives and 
staff to grant interviews or to 
make personal statements to the 
Press because they feel they 
shouldn't stick their necks out 
The second is that some organis 
ations do not themselves look 
with favour on the idea of their 
executives and employees gener- 
ally granting interviews to the 
Press. So strongly do some of 
them feel about this in fact that 
definite rules or standing orders 
are laid down on the subject 

Where the first obstacle only 
exists the P.R.O. (who in most 
cases does not possess the neces- 
sary status to require his col- 
leagues to see the Press against 
their will) very often succeeds in 
arranging facilities or interviews 


requested only after a period of 


powerful, personal and persistent 
persuasion. Where the second 
obstacle exists there is nothing 
the P.R.O. can do in the matter 
except to try by every means in 
his power to persuade his em- 
ployer to rescind the rule or 
standing order The ideal, of 
course, would be for an organis- 
ation to orders, that with 
Press interviews 
are desirable and 
Happy the 
emp.oyer. 
“headaches” re- 
hairs and duo- 


issuc 


ntrol, 


granted 
wn sucn an 
fewer 

Brey 


him 
suiting in 
denals! 
How can the situation as it 
stands be improved? Perhaps the 
answer is contained in the sug- 
gestion that Fleet Street should 
consider appointing its own 
P_R.O.? 
A. A. McLOUGHLIN. 
Airborne Club, 
Whitehall Court, S.W.1. 


“ Minister of 
ee 
Advertising” 
Sir,—When the team were re- 
quested to their own 
Cabinet ranks during last week's 
‘We Beg to Differ” radio pro- 
gramme, was it an ominous de- 
cision on the part of Miss Joyce 
Grenfell to create the post of 
Minister of Advertising, in order 
“to clean up our hoardings and 
improve the appearance of ad- 
vertising generally"? Or is it 
more coincidental that Mr. F. P 
Bishop successfully contested the 
seat at Harrow Central in the 
recent General Election? 


A. RYCROFT 


choose 


lla West Strect, 
Bognor Regis. 
(See Leading Article, page 362) 


Sales Promotion : 
Request For Facts 


Sir,—Since the British Sales 
Promotion Association was estab- 
lished in 1933, there has been an 
appreciable though not dramatic 
extension of business interest in 
the value of distinct executive 
responsibility for sales promotion. 

This has usually resulted from 
a recognition that administrative 
sales management, by reason of 
its preoccupation with produc- 
tion liaison, order routine, distri- 
butive mechanism, and traveller- 
control, almost inevitably tends 
to neglect pure sales promotion 
effort. Owing to the existence of 
a sellers’ market, this has not— 
during the past ten years—been 
as serious as it might otherwise 


have been, but the changing busi- 
ness climate of to-day will ob- 
viously revive the sales promotion 
problem in an acute form. 

My Association is anxious, 
purely as a survey of current 
practice and not as part of any 
recruiting campaign, to learn 
which manufacturing companies 
have a sales promotion depart- 
ment or section, and whether in 
such cases the responsible execu- 
tive is described as a “sales pro- 
motion manager,” or “sales pro- 
motion officer,” or otherwise. 
Any of your readers who can 
assist us with such information 
will place us greatly in their debt. 

STANLEY TOWNSEND, 
Hon. Secretary, British 
Sales Promotion Association. 
Lusty-glaze, 
Oaken-grove, 
Maidenhead, Berks. 


“ Radio Times” 
Trade Scheme 


Sirn,—May I correct a slight 
misunderstanding that arose in 
connection with your excellent 
article in last week's ADVER- 
riser's Weexty—“The Editor 
Sits-In at a Briefing Conference.” 

The illustration of the Radio 
Times advertisement on behalf of 
Dettol in the Pharmaceutical 
Journal was prepared by Saward, 
Baker & Co., Ltd., who are our 
present agents. Gordon & Gotch 
Advertising Ltd. do not start 
until April 1, 1950 

I should like to take this op- 
portunity to say how pleased we 
are with the work of Saward, 
Baker & Co., Ltd., during the past 
year. The layout illustrated by 
you for the Radio Times trade 
scheme has been such a great 
success that we are retaining it as 
a permanent feature of the 
scheme. It is so familiar now to 
the retail trade, and is so strik- 
ing, that our new agents have 
agreed with us that it would be 
a pity to drop this presentation 

Where the Radio Times co- 
operative scheme is introduced to 
trades which have not shared in it 
before, a new presentation of ad- 
vertising will be used, as pre- 
pared and devised by Gordon & 
Gotch Advertising Ltd 

RALPH JUDSON., 
Head of Advertisement 
Department, B.B.C. Publications. 
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ADVERTISER'S WEEKLY 


a few figures of interest... 


ADIO TIME 


A.B.C. Average weekly 7 765 3b! 
net sales 1949. ....... ' : 

A.B.C. Average weekly 7 092 280 
net sales 1948 5 4 

AN AVERAGE INCREASE OF .. . 673,081 


per week 


The Average weekly figure for JANUARY 1950 is well over 


ADVERTISEMENT RATES ARE STILL BASED ON _ 7,000,000 


ONE INSERTION IN THE RADIO TIMES 
IS ANATIONAL CAMPAIGN FOR A WEEK 


Advertisement Department. BBC Publications, Broadcasting House, Portland Place, London, W.1 
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CHAS. E. MANDER, Advertisement Director, THE AMALGAMATED PRESS LTD., LONDON, E.C4 
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THURSDAY, MARCH 2, 1950 


The Anti - Nationalisation 


Campaign 


s To Go On: 


Battle Not Won Yet 


Although the General Elec- 
tion can be claimed to have 
recorded a decisive verdict 
against further nationalisation, 
most, if not all, the anti-national- 
isation campaigns wil! continue. 
The view is that the battle is not 
yet finally won, but it is probable 
that future campaigns will be 
more of a public relations than 
of an advertising character. 

There is a feeling in informed 
quarters that the anti-national- 
isation campaigns did have some 
effect on the anti-Socialist vote. 

Industries which will definitely 
continue their campaigns are 
sugar, meat distribution, cold 
storage and cement. The steel 
campaign, which claims not to be 
anti-nationalisation, is to con- 


tinue, and a decision is expected 
to-day (Thursday) on the insur- 
ance industry. 

The cement industry plans to 
continue a public relations cam- 
paign, but there will be no Press 
or poster advertising yet. 

Plans for the next stage of 
some of the campaigns were 
made before the election results 
were known. 

Mr. Morgan Phillips, secretary 
of the Labour Party, is reported 
to have estimated that anti- 
nationalisation campaigns during 
the past year have cost £20,000 
a month, and to have referred 
© “the formation of an organi- 
sation, financed by business, con- 
ducting an intensive campaign 
against the Party . . . over the 
last three years.” 


“WOMAN” CLAIMS WORLD RECORD 
WITH 2,000,000 PLUS 


Odhams Press this week 
announces the printing and dis- 
tribution of well over 2,000,000 
copies of Woman. 

This is claimed to be a world 
record for a woman's weekly 
journal and is the result of the 
heavy demand. Even so the 
number of copies is said to be 
still inadequate to meet the fuil 
requirements of newsagents. 

Woman was first published in 
1937 with a guaranteed sale of 
$00,000. Selling at a popular 
price, it quickly secured a wide 
following. Its success is attri- 
buted by 
high standard of colour gravure 
production, bright, 


only reflect but adroitly anticipate 
the current mood. Another con- 
tributory factor was recently 
voiced by Miss Mary Grieve, the 
editor: “Never underestimate the 
intelligence of the reader.” 

For Woman Odhams recently 
carried out what is believed to be 
the largest national advertising 
campaign to be conducted for a 
woman's periodical since the war. 


the publishers to its | 


attractive | 
make-up and features that not | 


Spaces included whole pages, half 


pages and 13 x 5 cols. and I! x 
3 cols., in national dailies; pages, 
half pages and 11 inch triples in 
provincial dailies. Among adver- 
tisements in periodicals was the 
first post-war double spread in 
Radio Times. 

Beginning with the first issues 
in June, the advertising rate for 
monotone will be £1,400 per 
page; full colour will be £2,000 
per page. starting with the first 


issues in b oe 


lan Harvey 


F. P. Bishop 


John Rodgers 


These Three Are Now M.Ps 


Three candidates prominent 
in the advertising world were 
elected Members of Parliament 
in last week's General Election. 
They are: 

F. P. Bishop (Cons., Central 
Harrow), general manager, News- 
print Supply Co., chairman of the 
Advertising Association executive 
committee. 

John Rodgers (Cons., Seven- 
oaks), director, J. Walter Thomp- 
son Co. * 

lan Harvey (Cons., East Har- 
for director, W. S. Crawford 

td. 

Four former M.P.s associated 
with advertising and publicity 
retained their seats, and W. R. D. 
Perkins, Chairman, Southern 
Newspapers Ltd., won Stroud 
and Thornbury for the Conserv- 
atives, one of his unsuccessful 
H separa being Mrs. 

(Liberal). who is 
managing director of Margaret 
MacAlpine Advertising Ltd. 

Members re-elected included: 

Oliver Lyttelton (Cons., Alder- 


shot), immediate past president 
of the Advertising Association. 

Norman Dodds (Labour-Co- 
operative, Dartford), formerly in 
the publicity department of the 
Co-operative Wholesale Society. 

ohn Freeman (Labour, Wat- 
ford), advertising consultant. 

il McAllister (Labour, 
Rutherglen), public relations con- 
sultant, formerly a director of 
E. Walter George Ltd. 

Among the unsuccessful candi- 
dates were: J. 
(Cons., Southwark), 
Wood (Liberal, Eton and Slough), 
Kenneth Lewis (Cons., Newton), 
Sidney K. Lewis (Labour, Leices- 
ter, SE.) R. T. Simms (Cons, 
Bristol, S.E.), Colin Turner 
(Cons., Enfield East), Jack Davis 
(Labour, Govan, Glasgow). 


DALTON ARBITER NOW 

Administration of Control of 
Advertisements Regulations has 
passed to Mr. Hugh Dalton, who 
succeeds Mr. Lewis Silkin as 
Planning Minister. 


* NORTHCLIFFE NEWSPAPERS GROUP, ADVERTISEMENT DEPARTMENT © 
PROVINCIAL REPRESENTATION 


N. K. T. STANTON 


Grimsby 


26, South Park Road, Gatley, Cheshire. Telephone : 


Representing :- 

Holl Daily Mail 
South Wales Evening Pou 
Grimsby ss Le 
ancoinshir Lincoin 

Weekly 
loucester 


Evening Sentinel. Stoke-on-Trent 

Evening World, Bristol 

The Citizen Conve 
w 


Sentinel 
ournal 


GATLEY 64fso. 


Derby Evening 
Evening Mail. 
Giloucemershite 
St Yorkshire and 
Saturday Telceraph., 
Herald of Wales. Swansea. 


Issued by Northcliffe Newspapers Group Ltd., Carmelite House, London, E..C.4. Cen Gooo 
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Survey Of Newspaper Readership In 


Greater Manchester 


“GUARDIAN” AND “EVENING NEWS” 
PUBLISH DETAILED INTERIM REPORT 
A survey of the readership of daily and evening newspapers 


in Manchester has now been issued by Manchester Guardian and 
Evening News Lid. for the information of advertising agencies 


and the Press. 


Prepared by Research Services 
Ltd. the survey—a forerunner of 
a more complete one to 
published in June — covers 
“Greater Manchester,”’ an area 
comprising Manchester, Salford, 
Stretford, Stockport and dormi- 
tory suburbs. 


Information of readership is 
given in terms of sex, age, income 
grade, domestic responsibility, 
occupation, and various other 
interests of concern to advertisers, 
e.g. car ownership, house owner- 
ship, holiday-making, and shop- 
ping habits, 

Field work was carried out 
between August 29 and October 
1, 1949, a total sample of 2,500 
being obtained. The total popu- 
lation of Greater Manchester at 
June 30, 1948, was 1,719.650, and 
the sample, being confined to 
adults (persons of 16 of over), is 
representative of a population of 
approximately 1,303,000. 

Interviewers introduced them 
selves as working for Research 
Services. The interviewers them 
selves knew mo more than that 
the survey was being carried out 
on behalf of a group of news- 
paper publishers (unnamed) to 
ohtain information of interest to 
publishers and their advertisers 

The questions asked were 
“Which daily morning newspaper 
did you read yesterday?” and 
“Which daily evening newspaper 
did you read yesterday?” Five 
income grades were emoloyed: A 
(income of head of the house 
hold, £1,000 a year or over), B 
(£650-£1,000) Cc (£400-£650), 
D (£4 10s.-£8 a week), E (below 
£4 10s. a week). The findings are 
given in more than 40 tables 

A composite table showing the 
morning paper readership is re- 
produced (page 394) as Table A 
Comment of the survey on this 
table is: “The most notable fea 
ture, as compared with the find 
ings of national readership surveys, 
is the high proportion of readers 
of the Daily Dispatch and Man 
chester Guardian 

Table B, an income-basris break 
down, shows that the Manchester 
Guardian has both a higher “A” 
and a higher “B” readership than 
any other morning paper 

The remarkably strong posi- 
tion of the Manchester Evening 
News amone evening papers is 
revealed by Tables C and D. The 
former shows that it enjoys a 
decisive lead over every other 
evening paper among the four 


reader categories, men and women 
combined, men, all women, and 
housewives, while Table D gives 
the Manchester Evening News a 
lead over all other evening papers 
forall five income grades 

The Manchester Evening News 
also enjoys a commanding reader- 
ship lead on an age-group basis 
Of the 1,153 men interviewed, 
the age-group analysis was: 16- 
24 years, 154 men, 485 per cent 
of whom read the Manchester 
Evening News; 25-34, 241, 62:2 
per cent; 35-44, 251, 564 per 
cent; 45-64, 360, 58:3 per cent; 
65 and over, 147, 55 per cent 

It was desired to obtain some 
indication of how far shopping 
or at least the making of major 
purchases, is done in the city 
centre or in local shops. Rather 


CREATIVE CIRCLE 


At the invitation of the E.R.P 
administrators, the Advertising 
Creative Circle is organising a 
£1,000 poster competition in the 
United Kingdom, a: part of an 
international competition in the 
Marshall Aid countries 

Theme of the competition ts 
Intra-European Co-operation 
for a Better Standard of Life.” 

here will be a first prize of £350 
second, £250; third, £150; three 
further prizes of £50, and ten 


“Picturegoer” Tops 


Half Million 


The latest nett sale of 
Picturegoer is over 500,000, states 
Odhams Pres Demand is still 
greatly in excess of available 
copies 

Advertisement rates are to be 
increased, for monotone to £250 
a page from the first issucs in 
June, and for colour to £325 a 
page, from the first issues in July 

The journal returned to weekly 
publication last July after eight 
years as a fortnightly publication 


“London Travel Survey” 


New facts about the travel 
habits of Londoners, of interest 
to advertisers and agents, are 
contained in London Travel 


Survey, 1949, produced == by 
London Transport executive (on 
6d.). This survey will 
divcussed in a subsequent 

of ADVERTISER'S WEEKLY 


sale at 7s 
be 
Issuc 


than ask a general question, the 
answer to which might have 
proved unreliable both from the 
variety of purchases involved and 
the making of different purchases 
in different places, the method 
was adopted of confining the 
question to certain items—house- 
hold linen (housewives), outer- 
wear (women), outerwear (men), 
shoes (men and women)—asking 
whether any such purchases had 
been made this year and, if so, 
where they had been made. Where 
more than one purchase has been 
made, information was recorded 
about the last purchase 

From this the following facts 
emerge 

Household linen: 51 per cent 
of the purchasers made their pur- 
chase at a local shop, 36°7 per 
cent in town, the remainder else- 
where. 

Women's outerwear: 33 per 
cent local shop, 55 per cent in 
town, remainder elsewhere 

Men's outerwear: 46 per cent 
locally, 38 per cent in town. 

Men's and women's footwear 
56 per cent locally, 29 per cent 
in town 

As regards linen 
wear 


men's outer- 
and footwear, the survey 


(Continued on page 394) 


RUNS £1,000 E.R.P. 


highly commended” 
£10 each 

Entries must be submitted by 
April 4, the winning entries to 
be sent to Paris in May for selec- 
tion of the international winners, 
who will receive awards totalling 
about £2,000. It is planned to 
the successful posters 
throughout the Marshall Aid 
and the United States 

Provisional list of the members 
of the British panel of judges is: 


awards of 


show 


countries 


chairman, Mr. C. D. Notley, 
president, Advertising Creative 
Circle; and Messrs. J. M. Beable, 


president, British Poster Advertis- 
ing Association; Ww Ewart 
Rumble, deputy chairman, execu- 
tive committee, Advertising Asso- 


ciation; George Butler, art direc 
tor, J. Walter Thompson Co., 
Ltd.; R. C. Sykes, member, Insti- 


tute of Incorporated Practitioners 


in Advertising; S. C. Leslie, head 
of the Economic Information 
Unit of the Treasury; W. John 
Kenney minister-in-charge, 
E.C.A. mission to the U_K.; R. R 
Tomtinson, senior insnector of 
art, Education Office Department; 


R. G. T. Guyatt, professor of 
graphic design, Royal College of 
Art; and the Dowager Mar- 


chioness of Reading 

Clifford Bloxham & Partners 
Ltd. (whose managing director, 
Mr. Clifford Bloxham, is hon 
secretary of the Advertising 
Creative Circle) are placing ad- 
vertisements announcing the com- 
petition in the national Press on 
behalf of the Circle, and have 
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NEW FEATURES 
THIS MONTH 


editorial of “Adver- 
tiser’s W Nig 
This Week 

POLICY PLATFORM. 


(pag 
series, to appear at frequent 
intervals, dealing with import- 
ant issues of advertising policy. 

PRODUCTION QUIZ. 
(page 372) First of a series 


Next Week 

THE TRADE PRESS. First 
article of a monthly series 
that will review current trends 


we shall also publish the first 
of a new series of articles on 
the policy and practice of 
technical advertising, by J. H. 
Miller-Wheeler, who will take 
the place of T. K. Nichol 
(the late Mr. H. Hodges). 


POSTER CONTEST 


set up an office for the competi- 
tion secretariat at their premises 
at Chandos House, Palmer Street, 
London. Miss R. Delahunty is in 
charge of the secretariat. 


Exhibition Of 


Swiss Posters 

The Advertising Creative Circle 
iS sponsoring and organising an 
exhibition of Swiss posters, at 93 
Parma Lane, W.1, March 24— 
April 6 

Extremely comprehensive, the 
exhibition will cover the develop- 
ment of Swiss poster designs from 
the last years of the nineteenth 
century to the present day, and 
will include examples of the work 
of all the foremost designers and 
printers. 

It will be open daily from 10 
a.m, to § p.m. 


EXTRA PAGES 


Up to and including February 
28, the following London morn- 
ing and evening papers had used 
the additional newsprint allowed 
them during the current ration- 
ine period to print the number 
of extra page) stated: 


Daily Express 48 
Daily Herald % 
Daily Mail a4 
News Chronicle 58 
Daily Graphic ... <n 
Evening News ... . 4 
Evening Standar ; 


Star ws a 
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Results Editions 
Broke Many 
Sales Records 


Circulation figures for some 
national daily and London 
evening newspapers established 
all-tume records on Friday and 
Saturday last week, when they 
were carrying election results. 

The Evening Standard almost 
doubled its normal Friday sale 
(about 825,000). with 1,559,800. 

The Star on Friday made a 
record sale of 1,887,792. 

The Evening News and Daily 
Mail reported substantial 
increases on both days. 

The Daily Express sale 
“exceeded even the most opti- 
mistic expectations” and created 
an all-time record for the paper. 

Sales of the Daily Mirror for 
Friday and Saturday increased 
by more than 100,000 and were 
Stated to be extremely good on 
both days. 

The Daily Herald recorded that 
Sales exceeded expectations, and 
that “very healthy increases” 
were made. 

Highest sales figures for 23 
years were recorded by The Times 
on both days. In its 24-page 
issue The Times carried its first 
full-page advertisement (for 
Gillette) since the war (illustra- 
tion on page 401). Full-page 
advertisements will recur when 
the paper position improves, or 
when The Times makes special 


large-size issues. 

Kemsley House reports “an 
absolute field day for sales” for 
the Daily Graphic and for the 


Kemsley _ provincials largely 
attributable to the mobilisation 
of reserve printing equipment, 
and the extensive use of radio 
for transmission of results. 
Copies were sent to America. 

The Daily Telegraph recorded 
their greatest ever sales on Friday 
~—well over a million, and on 
Saturday the highest figure ever 
recorded for a Saturday. Copies 
of the Friday issue were sold in 
New York on Saturday morning. 

Sales of the News Chroniele 
were advanced by 136,000. 


At the “Daily Telegraph” election night party: Left, Viscount Camrose greets Viscount Moore. 
behind the scenes in the control room while results were coming through. 


at the head of the table. 


2,000 At Election Night 
“Daily Telegraph” Party 


Biggest of all the London 
election night parties was that 
given by the Daily ”legraph at 
the Savoy, where about 2,00) 
guesis watched the early results 
come through. It was a distin- 
guished gathering, in which peers, 
diplomats and politicians rubbed 
shoulders with stars of the stage 
and screen and the world of sport 

Viscount and Viscountess 
Camrose received their guests in 
the ballroom, where was installed 
an imposing array of devices 
to announce and record the 
results. All the public rooms on 
the Embankment side of the hotel 
were engaged, but after 10.30 
every room was thronged. Every 
guest was given a booklet con- 
taining full details of candidates 
and constituencies. Music, danc- 
ing and refreshment provided a 
social background to the thrill of 
the climax to the political battle 

There were some sombre faces 
among a predominantly Con- 
servative company when it was 
clear that Labour had established 


The scene at the election night dinner at Claridge’'s given by the 
“Daily Express” to nearly 150 advertising and business executives. 


an early lead, but those who 
stayed until 4 a.m. were cheered 
by the arrival of Lord Woolton, 
not in the least dismayed, and 
confident that the results to be 
declared on Friday would tell a 
different story 

To provide for the entertain- 
ment of such a vast assembly and 
for up-to-the-minute presentation 
of the election results was a re- 
markable feat of organisation, for 
which credit should go primarily 
to Mr. Harold Fish, of the Daily 
Telegraph, who, under the 
general manager, Mr. G. P 
Simon, was responsible for the 
arrangements 

The announcement of the re- 
sults, which was carried out for 
the Telegraph by Leon Goodman 
Displays Ltd., involved claborate 
machinery and skilful showman- 
ship Results, as they came 
through on four teleprinters, were 
immediately conveyed to the 
guests from the stage of the ball- 
room, at the rate, when required. 
of three results per minute, the 
device used being an indicator 
comprising four large 8 inch re- 
volving prisms, in each of which 
three cards were fitted. On the 
stage were four signwriters 
working at high pressure to fill 
in results on the cards. Another 
indicator gave the state of the 
Parties with gains and losses 

In the main control room were 
six more writers producing 
further cards for the main results 
board, an enormous screen in the 
main ballroom giving complete 
results for every constituency 
There was also in this room a 
map 15 feet high in which results 
were recorded by means of 
coloured pins 

Results were relayed from the 
ballroom to the other rooms. 

Another unit supplied by Leon 
Goodman Displays was a large 
sign in Piccadilly Circus, which 
gave the running totals and state 
of each party on screens. 
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Right, 
Harold Fish is standing 
FORECASTS— 
AND FACTS 
The British Institute of Public 
Opinion (Gallup Poll) proved 
remarkably accurate in its fore- 
cast of general election voting, 
which were published in the 

News Chronicle 
Figures published on February 
22, as reflecting the state of 
opinion among voters who had 
made up their minds when inter- 
viewed, are compared below with 
the actual percentage of votes 
polled: Y 
Gallup Actual 
oi 
Labour 45 
Conservative 43:5 
Liberal 10-5 
Others 10 
The Daily Express poll, as pub- 
lished on election day, indicated 
a narrow Conservative lead (444 
per cent against 44), the only 
other similar newspaper poll, in 
the Daily Mail, on February 15, 
showed the Tories then leading 
by 24 per cent 
The Bournemouth Times fore- 
cast, based on opinions of local 
editors throughout the country, 
came very near the mark. It 
showed : Labour 279 (315 
actual), Conservative 294 (296), 
Liberal 10 (9), Others 2 (4, in- 
cluding the Speaker), Bat there 
were either conflicting returns or 
none for 42 seats, mout of which 
were likely to be won by Labour. 


To Address E.D.A. 
Sales Conference 


Mr. Guy Mountfort, vice 
president of Hewitt, Ogilvy, Ben- 
son & Mather Inc., and deputy 
chairman of the Advertising Ad- 
visory Council of the Dollar 
Exports Board, is to address the 
sales management conference of 
the Electrical Development As- 
sociation, on May 2, on “Publi- 
city for Load-building.” 

On the following day, Mr. 
H. J. Gibson and Mr. PF. C 
Duffield are to talk on “ 
Electricity to Industry.” 


war 


eae ely a a CARTY 


bes A ly = OE a i eee |e Se Pe saeY eee btak, 
ie \, 
Thee = 
. ag: 
ve ea 
. Y., 
_ Bs 
% ‘ : 5 : i 7 a | Pe: a 
E 3! ' . aaa : oe By - " ; _ 
5 Sem Pl ae & on" a 
Jae eye ors \ ; A ; % et 
_ Ae io ‘ eg " 7 Sten es a; 
“+; ee ae ia ga & . 4 ee hs * 
m= H “i a : * P Cin tal 7 - ie pa 
= i ee is ¥ ; a uf Pin’! a - es - 
rs *y F 4 ay ‘ a i bl a >. < 
KD : ms y 1 ue Cages j FE 
; “yt! a . +f) bah ie? = ie 
GPs ae oe 4 , ee 3 . eS oak * 
¢ mn “s A i " bs we — 
. ae, er ae ae se ea ae ° * 
a avy @~. eet ele \- t 4 1 pe ate « ZZ : ma 
‘ vy PA ees 6 3 is" . ian a a 
po ae en ted 3 , as “2% i { F ‘ » % - bok 
fey > mS } 2% ‘og a a ae pt -% par na 
= : ae es ee ie is . a ay « 2 bees re S 
‘ a < 7 x 8 
a tal 
"4 
ae 
_ 
ne ce 
Ee ried 
re Bal 
a aa: 
7 t i ; 
sy : a 
: y | 
iB aa 
: 
| 
me | ; 
€ ie. 
| a 
He | fer te 
3 Zz 
* dine a 
ane Hs r) r 
tes " i ; WHE 
Be a u ELECTinx ne: s 
Fa yh ; ; . ware bbe ares Oe thes 
% 3 0 Seana p . | ee . rh e es 
fe 1 a oe STAI. Of Ti <= q ‘a ate § 
i ne ror 1 come) |e ; 
: i ae Taras Se fom, 6 ee We < 
BA 19 7 fo -s 7 thet | 
A j AY a poo Ja ; f i a 
« ¥ : ‘ , ey en 
e »- aw Ayr : sae =) Sy 
B y a | oe fi 
fe a a = a ; a # J ; 
a > & > ae t Pear? es ‘ \: 
* al , tly . : a) A i ‘ ‘J Be 
‘* of % rm ey, 
ye t - ste P : 
‘ — aoe Pa “Ryn ‘ 
aie er TN 
; . , ‘ , : . 
k ¥. 
. he, 
fh: cee an 
to va 
- “ Ne eae —e va 0 
ogee x” . = . ee Se ae . 
aes Cece i RS IR oe an » of ioe (:\ han m2 Bi aoe SSF ga y. oa 5 a. a 


ADVERTISER'S WEEKLY 


358 


More Was Spent On Press Advertising 
In 1949 Than In 1938 


NEWSPAPERS RECORD GREATEST RISE, 
STATES “ STATISTICAL REVIEW” 


Expenditure on Press adver- 
ising in 1949 was higher than 
in 1938, says the January issue 
of Statistical Review. The total 
for 1949 is given as £30,522,199 
(an increase of 40°15 per cent on 
1948 and the greatest amount 
recorded), for 1938 the figure was 
£284 million. 

Te figure for the past quarter, 
£8,792,751, was 54°85 per cent 
above the corresponding quarter 
in 1948. This is the highest aggre- 
gate ever recorded for ong 
quarter, including any pre-war 
year 

The rise in expenditure during 
1949 came in two waves, in the 
second and fourth quarters, says 
the Review The total for the 
fourth quarter exceeded that of 
the first by about 354) per cent, 
the reason offered being that ad 
vertisers did not immediately 
take advantage of the greater 
amount of advertising épace that 
became available at the beginning 
of the year. A similar difference 
is not therefore likely in 1950 

Trade and financial advertising 
expenditure rose 42°57 per cent 
in 1949. compared with 1948, and 
gs advertising 6°42 per 
London mornings and 

Sunday newspapers 
the greatest increases 
from trade and financial adver 
§$7:29 and 55°10 per cent 
more than the 1948 figures respec- 
tively; the figures for London 
evenings and provincial dailies 

rise 


pational 


= 


of 43-04 and 38:4 
ee cent; provincial and suburban 
Sweeklies 21:44 per cent 

B All classes of newspapers 
Srecord a greater rise than maga- 
Hines, 46 per cent as against 38°34 
per cent although trade and 
technical journals increased their 
revenue from this source fairly 
substantially, their increase was 


PRESS ADVERTISING EXPENDITURE IN 


much smaller than that of the 
other groups. 

A study of figures for various 
classes of merchandise noted in 
the Statistical Review shows that 
Government advertising, which 
was not recorded in 1938 
accounted for £1,550,000 in 1949, 
and women's branded outerware, 
relatively small in 1938, recorded 
£550,000 in 1949 

One of the most outstanding 
increases during 1949 was for 
health foods. A seasonal rise in 
the autumn was followed by 
heavier expenditure in the last 
Quarter, more than double the 
1948 figure. Maralyn Milk Plus 


and Milo were introduced in 
September and October, and 
some old-established brands in- 
creased their expenditure con- 
siderably. Ovaltine spent £40,594 
in the December quarter, as 
against £20,718 in the preceding 
quarter, the former figure being 
more than 2} times the figure for 
the corresponding period in 1948. 
Horlicks and Bourn-Vita alco in- 
creased their appropriations. 

There has been a substantial 
merease in the last quarter in 
cocoa, more than three times the 
1948 amount, Bourneville and 
Rowntrees accounting for about 
three-quarters of the total expen- 
diture in this group 

The figure for chocolate con- 
fectionery, at £100,139 for the 
past quarter, is £22,000 greater 
than that of the preceding three 
months, and nearly three times 
the figure for the Christmas 

(Continued on page 403) 


Reid, Walker 
Change 

Title: Form 

wee )|=6 New Magazine 


‘als 


Albert Walker 


Reid, Walker & Co., Ltd., an 
nounce that, as from March 1, the 
business will be known as Reid 
Walker Advertising Ltd There 
is no change in policy or man 
agement, and the directorate will 
be the same as that of the old 
company—viz, Messrs. Horace 
Walker. Albert H. Walker, R 
Scotland Liddell, L. A. Booty and 
t N Thornton Authorised 
capital of Reid, Walker Advertis 
ing 1s £10,000 

As part of the reorganisation 
Mr. Albert Walker now becomes 


1949 


Quarter 


October Deore 


ALI 


ADVERTISING 


1948-49 


Lendon Mornings 


Provinetal 
Magaginy 

Teebnica 

I race 


Company 


Horace “ alker 
charge of all 
buying. Mr. Leonard Booty, who 
previously shared this depart 
ment, will be responsible ‘for 
business promotion and develop 
ment 

The publications 
business—which, since its incep- 
tron in 1931, has been run as an 
entirely separate department 
will be taken over by a new com- 
pany, Magazine Advertising Ltd 
The outside staff has been in- 
creased and now includes Messrs 
H. E. Southon, J. W. Williams. 
Donald Graham and H. S. Ekins, 
with A. Purcell Noble as repre- 
sentative in North-Western Eng 
land. Magazine Advertising Ltd 
will represent The Navy, English 
Digest, Journal of the Institute 
of Transport, Cherry Tree Books 
Collins’ White Circle Novels, 
Irish Digest, Passine Variety. 
Railway Digest and Consular 
Directory 

The business of Reid, Walker 
& Co., now taken over by Reid 
Walker Advertising Ltd.. was 
founded in 1931 by Mr. Horace 
Walker, who becomes chairman 
and managing director of the new 
company 

Biggest 


director in space 


side of the 


clients are Hercules 
Cycles and The North British 
Rubber Company, but there are 
over fifty other accounts, includ- 
ing Newball & Mason, who have 
been national advertisers since 
1870 
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. 

Novel Picture 

. 

Technique In 
ee . ~- 

Mickey Mouse 

Odhams’s national children’s 
magazine Mickey Mouse will be 
published weekly as from the 
issue dated March 4. Beginning 
with the following issue, colour 
reproductions made direct from 
35 mm. technicolor film, will 
appear for 12 weeks, in the form 
of a serial picture-story of the 
R.K.O. technicolor film, “Trea- 
sure Island.” Responsible for 
this feature is the assistant editor 
of Mickey Mouse, Mr Reg 
Taylor, who had more than half. 
a-million feet of film from which 
to select the shots to illaustraie his 
feature. 

From the many hundreds of 
snippings, 280 were finally 
selected, each containing about 8 
trames, from which the best wer 
used for reproduction purposes. 
Each 35 mm. frame was enlarged 
to a width of 74 in., and the final 
shots were selected from a total 
of more than six million frames. 
“6 duplicate series has already 
been dispatched to the States. at 
the request of a U.S. film com- 
pany. 


1.5.B.A. JUBILEE 
CONFERENCE PLAN 


Further recommendations for 
the fiftieth anniversary celebra 
tions of The Incorporated Society 
of British Advertisers Ltd. to be 
held in September have been ap- 
proved. 

On September 26 an adver- 
tisers’ conference will be held at 
the Connaught Rooms 

There will be two business ses- 
sions on the following day and an 
official lunch The celebrations 
will conclude with a banquet at 
the Dorchester Hotel 


Latest Population 
Figures 


Estimates, as at June 30, 1949, 
of the populations of each local 
government area in England and 
Wales are given in the second of 
a new serie; of publications 
issued by the, Registrar General 

The Registrar General's 
Estimate of the Population of 
England and Wales, published by 
H.M.S.0., 4d 

The estimates differ from pre- 
vious ones in that they include 
the numbers of Armed Forces 
stationed in each area. The num- 
bers under 15 are also given 


Colour Ads. In 
- . ba) 
Reynolds” ? 

The re-introduction in Reynolds 
News of colour for advertise- 
ments is being discussed. Facili- 
ties for colour are available, and 
all machines have colour decks 
ready, ADVERTISERS WEEKLY 
was informed this week. 
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Church Fights 
Pools Ads. 


On Buses 


The secretary of the Churches’ 
Committee on Gambling, the 
Rev. J. Clark Gibson, has pro- 
tested against the use of London 
buses and other public service 
vehicles for football pool adver- 
tisements 

The Committee would meet 
shortly to consider this develop 
ment, he said. New submissions 
might be made to the Royal 
Commission on Betting He 
added that a protest would be 
sent to the Minister of Transport. 

Meanwhile, at least one pro- 
vincial city (Bradford) has decided 
not to allow pool advertisements 
on Corporation vehicles 

Asserting that Government 
policy obviously had as its pur- 
pose restrictive taxation of the 
pool as well as Exchequer taxa- 
tion, Mr. Gibson held that the 
action of the Transport Commis- 
sion in accepting these advertise- 
ments was reprehensible 

“The Committee is taking a very 
serious view of this,” he told 
ADVERTISER'S WEEKLY, “and is 
watching the situation closely as 
it develops.” 

An official of the British Trans- 
port Commission is quoted as 
saying: “It was considered to be 
anomalous for us to refuse pools’ 
advertisements while the Govern- 
ment is simultaneously taking 
taxation and post office revenue 
from pools’ betting transactions.” 


Comic Supplements : 
Import Banned 


From March 8, comic supple- 
ments are to be excluded from 
the existing import licensing 
arrangements under which news- 
papers can be brought into the 
United Kingdom without 
restrictions 

The Board of Trade state that 
the bulk of United States news- 
Papers now imported consist of 
Sunday newspapers brought in. 
not for news value, but because 
their comic supplements find a 
ready market in this country 

imports have been critic- 
on the grounds that they 
represent a waste of dollars 

The free import of newspapers 
is authorised by an open general 
licence, and the BoT are 
accordingly amending it from 
March 8 4o exclude “separate 
or detachable sections or supple 
ments comprised wholly of 
mainly of strip cartoons.” The 
restriction will apply to supple- 
ments of this kind from all 
countries. Newopapers not con 
taining such supplements can 
continue to be imported free from 
all countries. 


7 
“People” Half-Page 
The People on Sunday carried 
its first half-page advertisement 
since before the war. It was for 


CLUB NEWS 


Publicity Aids Religion, 
Says Rector 


Posters are one way of selling 
religion but they cost money, said 
the Rev. Bryan Green, Rector of 
Birmingham, when he addressed 
Birmingham Publicity Associa 
tion last week 

But he had found the Press 
most helpful and friendly 
“Birmingham papers have got 
people into my church and they 
have kept it filled.” he said, 
“three thousand people have told 
me that they had gone to hear 
me speak because of publicity in 
the Press.” 

The church did not use the 
Press enough Even though it 
might not print exactly what he 
wanted, at least it printed 
something about religion, and 
that was what he wanted. 

Some churches would use the 


J. V. White Aldwych 
. 
Golf Captain 

Mr. J. Vincent White is 1950 
captain of the Aldwych Club 
Golf Circle, in succession to Mr 
F. H. Simmonds 

Committee of the Circle is 
Messrs. S. H. Black, J. M. Beable. 
J. Cook, R. W. Kinghorn, A. W 
Newton, J. T. Patterson, F. H. 
Simmonds, and Jack Rafter (hon 
secretary), with the following 
members of the club ex-officio 
Messrs. E. W. Barney (chairman), 
S. V. Morrish (hon. secretary), 
and Alan C. Lucas (hon. trea 
surer) 

Fixtures include: Soring Meet- 
ing, Captain's Day, Stoke Poges, 
April 26; and President's Meet- 
ing, Addington Golf Club, Octo- 
ber 4 


“Timing Is Secret Of 


Oratory” 


Perfect timing is the secret of 
oratorical effect, Commander 
Alan Robertson-Macdonald told 
the Publicity Club of Sheffield on 
Monday 

He gave as a classic example 
Churchill's “Some chicken—some 
neck!” 

Commander Robertson-Mac- 
donald, who is Regent Advertis- 
ing Club chairman, and organiser 
of the National Public Speaking 
Contest, was talking on “Public 
Speaking.” 

The quality or qualities that 
enabled one man to hold his 
audience where another com- 
pletely failed had, he believed, 
nothing to do with subject matter 
Often it was the man who had 
nothing to say who “got away 
with it,” and the man with the 
message who fell flat 

After discussing the value of 
audibility, concision, and rele- 
vant humour, he concluded 
“Blessed is the man who, having 
nothing to say, refrains from 
giving verbal evidence of it.” 


title “Christianity and Sex” to 
advertise a sermon. He would 
say “ts it a sin to flirt?” and 
would fill his church. Instead of 
“God's gift of the Harvest” he 
would use the poster “Should 
young people sow their wild 
oats?” 

Referring to his recent visit 
to the USA. he said that a 
British firm selling biscuits in 
America is still calling its 
product “biscuits,” even though 
in America they are known as 
“cookies.” 


Advertisers Who Go 
Off At Half-cock 


When breaking into the 
market with a new product some 
advertisers go off at half-cock, 

W. H. Gollings, of 

Gollings & Associates 

Ltd., when he addressed the Pub- 

licity Club of Portsmouth and 
Southsea last week 

Before the product was fully 
ready for advertising and pur- 
chase, before it had been made 
easily and instantly available to 
would-be jurchasers, and before 
the mind and practices of con 
sumers had been ascertained, 
large-volume advertising was 
begun, in advance of the stock- 
ing of the product by retailers 
This was a grave and costly 
error of sales strategy. 

A new product called for 
specific examination or diag- 
nosis; not until all the facts and 
circunistances were known, 
could the ideas man, the copy- 
writer and the artist get to work 
on the presentation of effective 
advertising matter 


Members of the Advertising 
Club of Oxford took part in an 
Advertising Quiz organised by the 
Bicester Chamber of Trade on 
Tuesday. Representing the Club 
were Messrs. Raymond Alden, E 
Kingsley Belsten, Fred E. Evans, 
T. E. McMahon and Graham R 
Cooper 


At the Liverpool Publicity Asso- 
ciation Ladies’ Night on February 
18, Miss Jean Stuart, sister of the 
chairman, Edward Stuart (centre), 
presented prizes in a competition 
in aid of the National Advertising 
Benevolent Society. Stanley Hop- 
kinson is seen here receiving his 
> 
Irish Press Club 
Is Proposed 

Dublin is to have a new club 
to provide a centre for publicists 
and journalists, This decision 
was taken last Thursday at a 
meeting of representatives from 
the Publicity Club of breland, the 
Advertising-Press Club, Dublin 
journalistic interests and the Lrish 
Association of Magazine Pro- 
prictors 

There have been efforts in the 
past to establish a Press Club in 
Dublin, but the discussions 
usually concerned only one body 
Now all groups concerned with 
publicity and journalism have got 
together there in every indication 
that the project will come to 
fruition. 

Details of possible premises 
have been obtained, and a ways 
and means committee appointed 
to undertake money raising. 


Mr. A. H. H. Goodwin, manag- 
ing director, Gee & Watson Ltd., 
and the sales director, Mr 
Edward Jones, addressed 
Advertising Club of 
yesterday (Wednesday) on “The 
making of a process block.” 


Few Protested At Tate Campaign 


Although ten million sugar 
packets containing anti-national- 
isation slogans were distributed 
each week for many months, only 
about a dozen a week, “mostly 
containing rude messages,” were 
returned in protest, said Mr 
FP. H. Tate, a director of Tate 
& Lyle Ltd., in an address pre- 
pared for a meeting of the Regent 
Club yesterday (Wednesday). Al- 
though, owing to the announce- 
ment of the genera! election, there 
were only three weeks in which 
to send out a petition of protest 
planned as the climax to the cam 
paign, far more signatures were 
obtained than ever before in a 
similar period, 


The Tate and Lyle campaign 
had achieved its main object of 
persuading the nationalisers to 
drop sugar refining from their 
list, claimed Mr. Tate. Never- 
theless, the fight would continue. 


Nicholas Address 
For Regent 


Mr. J. B. Nicholas, managing 
director of Rumble, Crowther & 
Nicholas Lid., will open a dis- 
cussion on “Copywriting” in the 
Club lounge of the Regent Adver- 
tising Club on Wednesday, at 
6.30 p.m, 
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NEWS ABOUT PEOPLE 


~ 


W. Elsey Is Rootes Group Advertising 
Manager: J. E. Eatly to Bob Martin: 
H. S. H. Wells Joins Graham And Gillies 
Board: A. K. Fowler In M.o.F, Post 


W. Elsey has been appointed 
group advertising manager, Rootes 
Group and is responsible for 
control and co-ordination of the 
activities of the advertising de- 
partments within the Group 
covering both domestic and ex- 
port markets 

He joined the Group in 1928, 
has previously been responsible 
for overseas publicity in con 
nection with Humber, Hillman 
and Sunbeam-Talbot cars, Com- 
mer and Karrier commercial 
vehicles, in addition to being 
advertising manager of Rootes. 
Ltd. He is 37 

* * * 


J, E. Eatly, advertising mana- 
ger, Batchelor’s Peas Ltd., be- 
comes advertising manager, Bob 
Martin Ltd., of Southport, on 
Monday He is a member of 
Sheffield Publicity Club and of 
the Incorporated Advertising 
Managers’ Association 

Mr. Eatly was with Batchelor 
for 44 years, and before that was 
assistant advertising manager 
Consolidated Pneumatic Drill Co 

* * . 


H, Teifer has been appointed 
advertising manager of Bentalls 
Ltd., Kingston-on-Thames, from 
Monday. He is in the advertis 
ing department at Selfridges Ltd, 
and before that was with Harrods 
for 15 years 

* 7 * 


G. K. Nield has been appointed 
assistant public relations officer 
for Europe by the Canadian 
Pacific Railway He has been 
with the Canadian Pacific for 
over 20 years, and since the war 
has been in charge of Press 
liaison 


A. K. Fowler has been ap- 
pointed publicity officer at the 
Ministry of Food in charge of 
Press advertising, exhibitions, 
films and print He succeeds 
Cc. T. M. Bagnall, who has joined 
Odhams Press book department 
as mail order sales executive 

For several years before the 
war Mr. Fowler was promotion 
manager of Fortune in U.S.A. He 
later joined the British Informa 
tion Service in U.S.A. as director 
of the reference division. On his 
return to England he went to the 
C.O1. and kas been London 
editor of several publications 
published through British em- 
tassies abroad, including the 
British Ally issued in Moscow 


H. S. H. Wells has joined 
Graham & Gillies Ltd. as a 
senior executive and member of 
the Board 

Mr. Wells, who was senior 
executive at Young & Rubicam, 
entered publishing in 1923, and 
later became assistant advertis- 
ing manager with a firm of 
manufacturing chemists Then, 
after two years in Harrods ad- 
vertising department, he went to 
Laurance Holman, where he 
worked for eleven years and 
became account executive in 
charge of a group 


Leonard Coulter, editor of 
News Review since its founda- 
tion in 1936, has been appointed 
New York editor for Odhams 
Press. He will be succeeded by 
Alan R. Cameron, associate 
editor for 14 years, and a former 
editor of Cavalcade 


Myrrs Is “Irish Times” Publicity Manager 


After nearly 17 years with the 
Yorkshire Conservative News- 
paper Co. Ltd., on the Leeds and 
London advertisements staffs, and 
latterly as publicity manager, 
Philip MW. Myers has taken uo a 
similar appointment with The 
Irish Times Ltd., Dublin 

Mr. Myers was a founder and 
executive committee member of 
the British Association of Indus- 
trial Editors. chairman of the 
BALE. Northern branch. and 
secretary of the Publicity Club of 
Leeds programme committee, 


from which offices he has 


resigned 

During the war he founded and 
edited The Lens, a _ military 
weekly newspaper; and has 
edited Postscript (the Yorkshire 
Post house magazine) and the 
Leeds Y.MC.A Monthly 


Bulletin 


Mr. Myers is the only son of 
Walter NN. Myers. formerly 
general manager of the Sheffield 
Independent and Mail, now 
retired. 


Philip Myers 


MacCabe Begins 


J. R, Ashwell-Cooke, advertis- 
ing manager of British Overseas 
Airways Corporation, and Brian 
F, MacCabe, managing director 
of Foote, Cone & Belding Ltd., 
left on Tuesday for a month's 
tour of South America. 

As reported recently, FCB have 
been appointed by BOAC to 
handle all their advertising in 
South America as from July 1. 
They already handle it in 41 
countries in the Eastern Hemis- 
phere 


Percy Pilcher 


H. S. H. Wells 


Peter Brunskill 


S. American Tour 


Mr. Ashwell-Cooke and Mr. 
MacCabe will travel by the first 
Argonaut service to Rio de 
Janeiro, where they will stay for 
a few days, and then proceed 
with short stops in each place 
to Montevideo, Buenos Aires, 
Santiago, Lima, Kingston, 
Havana, Nassau and Miami. 
They will survey the general ad- 
vertising and travel situation in 
each country, and hold consulta- 
tions with the BOAC manager 
in each station. 


Peter Trippe has been ap- 
pointed advertisement manager, 
Electronic Engineering, published 
by Morgan Brothers (Publishers) 
Ltd Previously he was with 
Leonard Hil] Ltd. as advertise- 
ment manager, Petroleum. 

Morgan have appointed 
Wingate Wheeler, of Park Dale, 
Sedgley, Staffordshire, as Birm- 
ingham area representative of 
The Chemis: & Druegist Export 
Review and Electronic Engineer- 
ing. He will cover Leicestershire, 
Shropshire, Staffordshire, War- 
wickshire and Worcestershire 

* * * 

Percy Pilcher, advertisement 
manager, Fashion Trade Weekly, 
has taken up a similar povcition 
with Fashion Forecast. Before 
the war he was for some years 
with Women's Wear News. 

* * * 

The advertisement manager for 
the April and subsequent issues 
of The Nineteenth Century and 
After review will be A. EY 
Cowlishaw, who continues to 
be responsible for advertise- 
ments in Futur The Nineteenth 
Century and After, which was 
founded in 1877 by Sir James 
Knowles, and is edited by 
Michael Goodwin, has moved to 


Adprint House, Rathbone Place, 
Wil. policy is unchanged. 
* * 


Diana Gibson, editor of Debu- 
tante, has succeeded Jean Nicol 
as Press relations officer for the 
Savoy, Berkeley and Claridge’s 
hotels. Miss Gibson has been 
with the Daily Bxpress, and the 
Daily Mail. 

* * 

G. Phillips, formerly a director 
of Proofers Ltd., has joined the 
Board of Alba Press Ltd., in place 
of H. A. Day, who has resigned. 

F. W. Lockett, recently a direc- 
tor of Cash & Clare, printers, has 
also joined the Board of Alba 
Press, and is in charge of the 
company’s recently ®pened Fleet 
Street office 

* * * 

As from February 25 Cecil 
Litchfield has relinquished the 
offices of general manager and 
solicitor to J. Abrahams & Sons 
Ltd 

* * * 

Peter Bronskill has resigned 
from Associated Newspapers to 
become account executive for 
Scott-Turner & Associates 


MORE NEWS AROUT PEOPLE 
ON PAGE 404 
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from the trade for the first 48-page issue of the bigger and better “Woman's Own,” 
on sale to-day, foreshadows a substantial increase in the circulation of this 


great mass medium! There can be no clearer indication that ‘Woman's Own” 


will further greatly strengthen its influential hold on the women’s mass market. 


Womans Own 


VISIT THE “WOMAN'S OWN” .STAND AT THE “DAILY MAIL” IDEAL HOME EXHIBITION, 
atte MARCH 7TH—APRIL IST. STAND NO. 354—COOKERY SECTION, NATIONAL HALL GALLERY 


Stuart Mander, Advertisement Director, George Newnes Lid., Tower Howse, Southampton Street, London, WA.2. Temple Gar 465 (40 linen 
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Our “Policy Platform” 


N editor is always in the firing line. Some readers want 

more news, others more articles. One goup call for more 

attention for their particular pet subject, another for theirs 
The Provinces think London claims too much importance, London 
thinks—but that is perhaps better left unsaid 

When, as in recent years, space is restricted by uncontrollable 
conditions, it becomes even more impossible to please everyone. 
No one, therefore, welcomes more than an editor the release of 
periodicals from the shackles of paper rationing. That freedom 
is still limited by physical supplies, by unavoidable shortages of 
printing facilities, by financial factors common these days to every 
publishing house. But these are surmountable obstacles. The 
great thing now is that Government control has gone 

The use to be made of this freedom in ApverTiser’s WEEKLY 
has led to long, fascinating discussion. Nor have these talks been 
confined to the officé ; many reader-friends, let it be proudly ad- 
mitted, have been consulted, their views carefully weighed. Future 
issues will show the results. One immediate outcome concerns 
us here. 

There is, unquestionably, a wish amounting almost to a demand 
that some space should be devoted to controversial matters of high 
advertising policy. There are many such issues, hotly debated in 
private, but rarely exposed to the light of public discussion. In so 
complex a business as advertising, with three main parties to 
contrast, much controversy is deliberately avoided through a 
spirit of live and let live. Yet if advertising is to become more 
efficient in itself, and be more widely accepted by the public as an 
instrument for general good, these issues must be clarified, and 
if possible resolved. They can only be so by open debate 

Beginning this week, therefore—on page 364—we publish the 
first of a new series of articles under the title of “Policy Platform” 
Appropriately enough the first article will deal with the subject of 
a Central Body for Advertising. Thereafter, at regular intervals, a 
page or more will be devoted to some policy topic of the day. Not 
all these articles will represent the views of this journal ; 


Overseas 


some 
will be contributed by outside sources. But all will have one 
common feature-—frank presentation of the facts. All will en- 


deavour to sum up the arguments, without fear or favour, so that 
a conclusion can be reached. All will, it is sincerely hoped, lead to 
useful correspondence in subsequent issues. For us, as for our 
readers, the motto should be : “Be not you ashamed to show, 
he'll not shame to tell you what it means” 


Joyce Grenfell’s Little Joke 


ID you hear Joyce Grenfell’s attack on advertising on the 

BBC last night? She said she would like to be Minister of 
Advertising and vet all advertisements. They told too many lies.” 
So stated an irate reader who rang up ADVERTISER'S WEEKLY 
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first thing last Saturday morning. As a matter of textual fact Miss 
Grenfell did not say anything so sweeping. In “We Beg to Differ,” 
4 programme which gets its effects by being provocatively amusing, 
she proposed the creation of a Ministry of Decorative England— 
which she subsequently amended to Ministry of Advertising 
which would carefully vet all posters —lettering, colouring and.yes, 
what they said. There should be fewer posters. Poster advertising 
should be cleaned up. 

Listeners are not expected to take this programme seriously. 
Miss Grenfell herself might well be horrified if she thought they 
did. But with millions of listeners with various grades of education 
and mental and political outlook there are always many who take 
such things literally. Some, as our telephone caller showed, are 
left with an exaggerated and garbled impression. Is it too much to 
ask that even in such a light-hearted programme, speakers should 
exercise some self-imposed limit to thoughtlessness? 


To-morrow’s Topics 


Some oF Brrrai’s largest furni- 
ture makers are said to be con 


information—but of 


pictures 
there were none. 


A notable ex- 


sidering an all-out selling cam- ception was a series of excellent 
paign in national media The Me ory of window displays 

idea would be to of British leather goods in 
FURNITURE popularise their Canada. If Press and cudadion 
TRADE branded goods, publicity is to play its part in 

create widedemand promoting export-consciousness 
WARNING = for guaranteed fur- among the people of this country, 


niture which re- many more photographs of what 


tailers would have to stock. Com- is already being done must be 
mendable though this might be available. Let the camera go into 
as a marketing policy, The Fur- action—at the docks, in the shops 
nishing World sounds a grave abroad, and among the people as 
warning on its possible long-term they examine—and buy—*Made 
effects. Only the biggest firms in Britain” goods. 
could afford to participate, and = 
in time the smaller man might IN HIS ADDRESS to the Royal 
well be eliminated. To-day there Society of Arts, Mr. W. L. 
are many hundreds of production Andrews, of the Yorkshire Post, 
units. In five years or so only touched on a problem that is 
fifty or a hundred might have worrying the direc- 
survived. That, says the trade SERIOUS tors of more than 
journal, would not merely be NEWS OR one newspaper. 
detrimental to the interests of “War weary and 
both retailer and public, but BIG SALES? war-worn, a great 
would bring the furniture trade many readers want 
within manageable proportions the most superficial and least 
for public control. It is just the exacting kind of paper to read,” 
State of affairs that a Govern- he said. “We may return to those 
ment bent on nationalisation pre-war conditions when the more 
would welcome seriously a provincial morning 
— — — paper treated the news, the more 
Lack of good photographs of difficult was its fight for readers.” 


various aspects of Britain's export Study of latest circulation figures 


drive, especially to North ‘Suggests that these conditions 
America, is cramping publicity. have returned already, and that 
One publishing the problem is not confined to 

MORE firm controlling a the provincials. It is a sad com- 
PICTURES number of journals ientary on public taste to record 
* have recently been that a newspaper may have to 

PLEASE hard put to it to Saerifice sales if it is to retain its 


quality and maintain a tradition 
of serious presentation of news 
and features. Those who value 
such a tradition will hope that 
determination to maintain stan- 
dards, even at a cost, will be 
rewarded when the period of war 
weariness has passed. 


OUND FABLE 


Britains Bi - 
Outdoor Adve 
Contra 


find suitable illus- 
trations for a series of articles on 
how to sell to the U.S.A. and 
Canada. Approach was made to 
a photographic agency, which 
had only one photo taken later 
than 1947. An organisation much 
concerned with the promotion of 
exports was most helpful with 


| 


@ General Manager G L. McLELLAN 
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extra confidence in the fact that all 
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admires the practical, too, is the 
woman who reads and relies upon 
choice of what to buy... w 

ean sell and she may well seek ... 


THE WOMAN who considers quality 

first and then the price; the woman 

who admires the gracious but who 
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Theories And Facts 


POLICY PLATFORM 


Central Body For Advertising : 


What do we mean by it? 


Is it needed? 


1980) 


Marcu 2. 


How should it 


be constituted, and what should it do? Is the Advertising 


Association an effective central body? 


EW subjects have excited 
more controversy since 
those engaged in, or (con- 
cerned with, advertising organ- 
ised themselves into associations 
than that of a “central body” 
for the advertising business 
for long the debate may lic 
dormant; now and then it flares 
up into vehement disputation, as 
happened last year; it can never 
be dead, for only through the 
ferment of argument can organ 
ised advertising retain its dynamic 
and adapt itself to the challenge 
of changing circumstance But 
so much confused thinking is 
evident that it may be profitable 
to examine dispassionately the 
issues involved lo do this we 
must pose some questions and 
find the answers. 


@ * * 
\ HAT do we mean by the 
term “central body?” A 

definition is essential. “A body 
re resentative of all three parties 
io the advertising contract, of the 
sncillary trades, and of associa- 
tions and clubs, empowered to 
perform agreed functions of 
common concern” would proba 
bly be acceptable, though 
admittedly capable of diverse 
interpretation 

Is such a body needed? Few 
indeed would dispute that it is 
What has been, and is being done 
by the Advertising Association 
proves that there are some 
services that can only be satistac 
torily undertaken by one organ 
isation acting on behalf of the 
business generally 

It is when one comes to con 
sider constitution and function 
that one begins to understand the 
real nature of the problem. How 
should the central body be con- 
stituted? There are two points 
of view, that of the perfectionists 
and that of the realists 

The perfectionrsts believe that 
it should be a federation of all 
other bodies concerned with 
udvertising, which should contr 
bute to its funds and be re>re- 
sented on its governing committee 
in proportion to their member 
shin. This form of consti*ution 
would rule out individual 
members, or relegate them to a 


position of little influence. They 
visualise a central body which, 
being fully representative, and 
endowed by its affiliates with 
delegated authority, could take 
within its purview every problem 
of the business, and exercise, by 
consent, wide powers of control 
It could also speak for adver- 
tising, if occasion with a 
single voice. The logic of such 
a conception is attractive, but 
when examined it is seen to be 
impracticable 

Advertising, 


arose, 


though all its 


sections have interests in 
common, is not a homogencous 
business It embraces buyer, 
seller, intermediary, and the 
ancillary industries Each of 
these approaches the business 


from a different angle; only the 
agents have advertising as their 
sole concern. Advertising is but 
a part, though an im oortant part, 
of the newspaper owner's busi 
ness; it is not the advertiser's 
business at all, only a means of 
selling his product or service 
And certain interests of each may 
be, and often are, divergent 


* * * 


O it follows that no sectional 

organisation would or could 
surrender any part of its liberty 
of action to a federal central 
body, Even to-day, reluctance by 
such organisations to risk being 
identified with policies they may 
not endorse is a source of weak- 
ness to the Advertising Asso- 
ciation. This is the real reason 
why the LS.B.A. is no longer 
ifiliated, though relations 
between the two bodies are again 
close and cordial. It is doubtless 
also one reason why the N.P.A 
(in accordance with what ts 
understood to be its policy on 
relationship with other bodies), 
will not affiliate, though indivi- 
dual national newspapers of 
course can and do enter into 
direct membershi» 

A federation is also impractic- 
able on financial erounds. The 
associations eligible are so few 
that the contribution required 
from each would be prohibitive 
Exverience shows that only 
through the subscriptions of its 
individual members can a central 


body be financed. This alone 
rules out any federation, for 
those who pay the piper expect 


to call the tune 

The realists, on the other hand, 
contend that the central body 
must be an association involving 
no Major policy commitments and 
based on individual as well as on 
organisation membership For 
the reasons explained, their view 
must prevail 


ad * * 


HIS conclusion gives the 
answer to the next question, 
“What should the central body 
do?” Clearly, there are several 
things it dare not do. It must 
not trespass on the preserves of 
sectional bodies; it risks dis 
ruption if it ventures into fields 
of inter-sectional controversy 
But there remains wide scope for 
useful action in the common 
interests of all sections of adver- 
tising and within the bounds of 
general agreement 
It can organise educational 
work and strive thereby to raise 
standards of advertising practice. 
This function is now performed 
both by the Advertising Associa- 
tion and by the LLP.A., which 
sponsors examinations to qualify 


for agency practice alone. Many 
consider that it would be better 
if the educational work of the 


two bodies were merged under 
the aegis of the former 

It can operate an advertising 
investigation service. Some think 
the advertising investigation and 
advice services of the Advertising 
Association and of the N.P.A. and 
Newspaper Society could well be 
merged into one, serving the 
members of all three bodies, 
This, it is argued, would minimise 
expense and obviate risk of con- 
fusion owing to different conclu- 
sions being reached by two com- 
mittees dealing with the same 
case, which has happened, Such 
a department might well be the 
responsibility of the “central 
body.” But there seems little 
prospect of the newsoapers con- 
senting to abandon their own 
powers of advertisement censor- 
shin to a body they could only 
partially control It may be 
significant that the British Code 


of Standards Committee, though 
comprising representatives of all 
the principal associations, uses 
the N.P.A. offices and has an 
N.P.A. member as chairman. 

It can undertake research and 
sponsor publication of the 
results, The Advertising Associa- 
tion Research and Statistics Com- 
mittee is already engaged on such 
work, limited for the time being 
to research into advertising ex- 
penditure. Mention should also 
be made of the LLP.A. reader- 
ship survey and of the re- 
searches conducted before the 
war by LS.B.A. It is possible to 
visualise though by some 
stretch of the imagination—cen- 
tralisation of the research work 
hitherto undertaken by the separ- 
ate organisations. And there is 
amole scope for extension 

It can organise advertising con- 
ferences. 

It can act as the co-ordinating 
hody for the advertising club 
movement, 

lt can (subject, perhaps, to a 
gercealier measure of agreement on 
methods and objectives) undertake 
publicity and public relations for 
advertising 

This list by no means exhausts 
the possibilities, but is sufficient 
to show that the central body can 
provide a range of essential ser- 
vices without treading on any 
sectional corns. But it cannot, 
for reasons already explained, 
concern itself with such matters 
as, for instance, agency remuner- 
ation or advertisement rates un- 
less called in to act as “honest 
broker.” This is unlikely to hap- 
pen, because the respective narties 
infinitely prefer to settle—or 
shelve—their own problems with- 
out the aid of an intermediary. 


* * * 


FINAL question is one of 
some delicacy. Does the Ad- 
vertising Association, as at present 
constituted, perform effectively 
the functions of a central body? 
The answer is both yes and no 
What it does, and that is not 

a little, it does well. Its plans 
for extension are soundly and 
boldly conceived. But it is handi- 


(Continued on page 366) 
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Go where she will... 


she can’t dodge the impact of 
unified TRANSPORTATION ADVERTISING 


The British Transport Commission is co-ordinating the 
service offered to Advertisers on their vehicles and properties 
so that space-buyers may come to regard Transportation 
Advertising as a medium in itself, with full factual and 
statistical justification for its regular inclusion in national 


and local selling schemes. Data shortly to be released wil! 
provide evidence that unified transportation is the big-value 
medium — its cost per reader low, and its potential effective- 
ness unusually high. Enquiries for space controlled by the 
Commission should be addressed to: 


COMMERCIAL ADVERTISEMENT OFFICE: 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2 


TELEPHONE: TEMPLE BAR 3490 
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ADVERTISER'S WEEKLY 


The Less 


FORTNIGHT ago the 
main theme of this column 
was simplicity in adver- 
tising and the difficulties of 
achieving it. Any fool can 
think of things to put into 
an advertisement; but it takes 
something approaching genius to 
know what to leave out, and all 
the arts of diplomacy to make the 
client agree 
It is so easy, you see, for a 
client to lay down the law, and 
the temptation to do it is so very 
great 

“The sales manager tells me 
that a very large order from 
Northern Ireland came our 
way because the customer knew 
we held the Royal Warrant. It 
is to appear at the head of all 
our advertisements in future.” 
Thus spoke the chairman—per- 

haps twenty years ago—and a 
rule was established that nobody 
now dares to disregard or call 
into question. 

“To-day we were awarded 
the gold seal of the Inotitute 
of Hygiene. The Institute's cer- 
tificate is to appear in all our 
advertising.” “My wife's cousin 
tried te telephone me at the 


office yesterday and couldn't 
find the number. Why isn't it 
in all our advertisements?” 
“Our lawyers have discovered 
a wartime regulation that every 
advertisement must contain the 


full title of the responsible 
company or organisation. See 
that this is never omitted.” 


“Our patent agents feel that 
the words ‘Registered Trade 
Mark’ should always appear in 


Review of 
Advertising 
by 
COPYTASTER 


legible type under our name 

block. Attend to it please.” 

None of these orders probably 
seemed too unreasonable at the 
time. To quarrel seriously with 
any one of them would have ap- 
peared curmudgeonly and obstruc- 
tive. But they add up—and the 


fad Office 
MAIDSTONE 


H.R.PRATT BOORMAN 


Loncdon 
80 FLEET STREET 


ARTHUR CLAY 


chairman's word 
is law. Moreover 
there are many 


chairmen who feel 
that they lose face | 
by cancelling 
orders they have 
once issued. And, | 
of course, the thing 
becomes almost 
impossible in an 
enormous combine. 
Imagine the task of 
a young advertising 
manager in a big 
soap or patent 
medicine combine 
who feels that a 
blanket-order from 
the big boardroom 
ought not to apply 
to his particular 
product! 

But it can be done—and it is 
noticeable that some advertising 
agencies are singularly successful 


in persuading clients to keep 
their advertisements clean. It is 
noticeable, too, that in many 


fields the best-selling products 
have the simplest advertisements. 
* * * 

THe Hovis advertisement above 
is an excellent example of simpli- 
city. Personally I detest hearing 
people talk of values as if they 
were concrete objects like milk or 
eggs, but the Ministry of Food 
do it and we can scarcely blame 
Hovis for supposing it to be the 
King’s English. Apart from that 
the copy is commendably brief, 
factual, and specific. 

Notice particularly that if the 


CENTRAL BODY FOR ADVERTISING 


copy had said “twice as nourish- 
ing” you would have taken it as 
a mere figure of speech—as you 
do when people say “a thousand 
thanks” or “I've a million things 
to do before bed-time.” But “one 
and a half” is specific. It suggests 
a solid fact—and is therefore 
not only more convincing but 
more memorable. Except of 
course to the reader who asks 
himself: “More nourishing than 
what? More nourishing than if 
1 ate the same weight of white 
bread? Or more nourishing than 
if I ate no bread at all?” But 
very few .readers ever do ask 
themselves such searching ques- 
tions 

The sketch is a good one, 
beautifully drawn. The bacon 


(Continued on page 368) 


capped by inadequate resources. 
and frustrated by lack of any 
clear understanding of what it 
ought to be and to do. Because 


ee 


the questions discussed in this 
article have not been thrashed 
out to any finality, leadership 


seems indecisive and response is 
hesitant. Those who could pro- 
vide the resources do not realise 
the Association's potentialities 
and do not feel certain enough 
that their money would be wisely 
invested 

Yet the Advertising ‘ Associa- 
tion is the central body of adver- 
tising, and there can be no other. 
If it were dissolved to-day, 
another such body would be 
formed to-morrow, and one can 
| Suggest no more appropriate title. 
| To strengthen the Association. 
three lines of action are indicated, 
in this order 


| Agreement on a definition of 


what its specific functions are, 


| and, perhaps more important, 


of what they are not. 
Revision of its constitution to 


(Continued from page 364) 


facilitate performance of these 
functions. Main objective of 
such revision should be to give 
affiliated associations a greater, 
though not exclusive, measure 


of control, thus stimulating 
their interest and sense of 
responsibility 


A campaign to persuade 
actual and potential supporters 
that a greater contribution of 
money and personal effort 
would be justified by results. 
These suggestions are not revo- 

lutionary. They cannot be, for 
they presume acceptance of the 
fact that the advertising business 
will never permit to be imposed 
upon it a central body conform- 
ing to a concept, however logical, 
which is divorced from the reali- 
ties. A central body there must 
be, but it must reflect and imple- 
ment agreement rather than, out- 
side its defined sphere, formulate 
policy or initiative action. — It 
must be the servant of advertising, 
but never its master, and se 
even its spokesman. 
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Were Brum than 
the Brums 


ADVERTISER'S WBBKLY 


* Mick’ Hoffmann, of Hoffmann and Company. 


Nobody knows, least of all Mick Hoffmann himself, how a man christened ‘George’ came 
to be known as ‘ Mick’, but that is the way of it. ‘Mick’ Hoffmann he’s always been and it 
was to ‘Mick’ Hoffmann that Ethel Mannin dedicated her famous advertising novel, 
**Sounding Brass’’. 

Hoffmann started as a pupil with the great Charlie Higham and the influence of that 
amazing personality has stamped itself upon him. The drive—the charm—the ready wit— 
they are all there ; and it’s easy to see how he has built up his agency so quickly. 

When Hoffmann and Company came into being in 1945, he brought a London team 
with him. He is proud of this team and they have real affection for him. Two painting: by 
his star creative man adorn his office. 


After more than twenty years in Birmingham (he originally came up as advertising 
Manager of Hercules Cycles), Mick says he feels more ‘Brum’ than the * Brums’ and is ful! 
of civic pride. 


His opinion of the Daily Mirror is shown by the number of Hoffmann accounts 
which advertise in it. No doubt he’s influenced by facts like these :— 


(a) The Daily Mirror has the largest daily net sale in the world—over 4,547,000. 
(6) The Daily Mirror’s space rate now works out at only -78d per inch per thousand. 


Daily Mirror 


THE LARGEST BAILY WET SALE th THE WORLD 
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LOCAL SHOPS & BUSINESSES. 


excluding all entertainments 


advertise weekly in the 
DISPLAY COLUMNS 


of the 


LEICESTER EVENING MAIL 


Plesk] 


These Local Advertisers, 
expressing their faith 

in this local newspaper, 
offer for sale: 


Hedding 
Commercial Motor 
V chicles 
Concrete 
Drink 
L.namel Paint 
Fire Brick Linings 
Fire Places 
hoods 
a 
urniture 
Furniture Coverings 
Houses 
Contectionery 
lewellery 
Knitting Wool 
Men's Wear 
Othee Purniturc 
Pets Requirements 
Private Motor Cars 
Radio 
Roller Shutters 
Sheet Metal Ware 
— ctacles 
“st ves 
te leviston 
lo let Requisites 
Vacuum Cleaners 
Wheel Discs 
Women's Hat 
Women's Wea: 
Wool 


and offer the following 
Services: 


Building Socictics 
Catering 

Cell 
Coach Services 


ilevse Spraying 


sor Laying 


Footwear Repairing 
Furniture Removing 
Furniture Repairing 
House Agent 
House Decorating 
Optcal 

Plumbing 

Travel Agencies 


One of the ivlee 


WORTHCLIFFE NEWSPAPERS GROUP 
CARMELITE HOUS! 


aro 


LONDON 


we 
MOOL Jersey 


ais 


ae conee® 


LOCAL & NATIONAL TRADE | 


ADVERTISEMENT RATE | 


12'6 


per s.c 


LEICESTER EVENING MAIL 


8. MH. PENNEY Advertizemen: 


EC4 


CENTRAL 4000 


inch 


newspapers serviced by the Advertisement Department of 


Director 


Review of Advertising —continued. 


and sausage are on a ridiculously 
small plate. of course, but you 
didn't notice that until I said so, 
and no ordinary reader will notice 
it at all. And the foot of the 
advertisement is a model of 
sound, clean advertising 

Notice how you get a complete 
message even if you don’t bother 
with the copy at all; and notice 
particularly that in the whole ad- 
vertisement there is no extraneous 
matter—nothing whatever that 
has been put in “because it won't 
do any harm and might do a spot 
of good”; nothing that has been 
put in because it is “standing 
matter” that everybody is too 
frightened to take out 


* * * 


ANOTHER LEADER in its field 
that sets a splendid example of 
simplicity is Castrol. It has been 
said that many motorists—even 
the majority of motorists—can't 
distinguish between a piston and 
a cistern, and have difficulty in 
remembering which hole to pour 
the water into and which should 
take the petrol. Before the war 
this may have been true of a few 
men and a great many women, 
but surely we can say now that 
at least 99 drivers in 100 will 
instantaneously get the Castrol 
message and all that it implies 

How very effective scraper- 
board is for a still-life of this 
kind--and how skilfully the 
balloon is drawn! You almost 
look for the big end’s lips to see 
if they are moving 

“The Masterpiece in Oils” is a 
witty slogan—though surely 
above the heads of a great many 
simple people—and there is every 


reason for including the trade 
mark. But what wins my most 
profound admiration is the 
restraint of “approved by every 
British car and motor cycle 
maker.’ There is a_ technical 


difference, you see, 
“approved” and 


between being 
“recommended.” 


Castrol is surely “recom- 
mended” by a4 great many 
makers as well as being 
“approved” by all—and_ the 


temptation to say so in the adver- 
tisement must have been terrific 
But for the sake of simplicity the 


Give me 
Castrol 
every time 


The Masterpiece in Oile—approved by 
every British car and motor cycle maker 


Above: “A splendid example of 
_ Simplic ity. 
Below Almost too simple. 


advertiser has contented himself 

with the lesser claim—and gained 

the greater effectiveness thereby. 
* * 


GUINNESS advertisements are 
models of simplicity, and, indeed, 
they are models of good advertis- 
ing. It is astonishing that such a 
flow of fresh ideas and apt illus 
trations has been kept running 
without a break for so many 
years, and I can think of no 
other advertiser who has ever 
been so brilliantly and consis- 
tently served 

* * * 

PeesTiGe CUTLERY'S advertise 


(Continued on page 370) 
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ADVERTISER'S WEBKLY 


en 


Your shop-window 
OVERSEAS # 


Your Merchandising 


Research Service 


AT HOME # # 


*& Every important Buyer in the dollar market Write for further particulars— Advertisement Manager: 


receives British Vogue Export Book. Miss Sybil Mawdesley, 37, Golden Square, W.1. 

Ba a Every advertiser in British Vogue Export aa oe eo 
. ADVERTISEMENT RATES 

Book is eligible to receive our Confidential Research 


atack & wire cotoun 4ecolours 2 colours 
and Mailing Service. By advertising in this trade Beck Covers £150 £120 
Full Page £75 Inside pages £120 £100 
magazine you present your product to the right Half Page £37 10s. and Cover 


Published six times a year 


buvers. 


BRITISH VOGUE EXPORT BOOK 


coNnpék NAST PUBLICA TIO 2-3 
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Review of Advertising —continued 


ment is almost too simple. The 
drawing is so beautifully executed 

scraperboard again, surely 
and the knives look so very well 
made that surely a great many 
readers would at least like to 
know the price of a set. 

Would this be a better adver- 
tisement with the picture reduced 
to half the size or smaller and a 
lot of copy telling women how 
much happier or more efficient 
they will be with a good set of 
kitchen knives? Would it be help- 
ful to have some paragraphs 
showing which knife is used for 
what purposes? And—because 
husbands have to pay for the 
things—-would it not be wise to 
include a few facts about how 
well the knives are made and 
what steel is used in them’ In 
the end I feel sure that Prestige 
will have to do something of the 
sort if they want to sell these 
in vast quantities 

But this advertisement is surely 
the perfect opening to the cam- 
paign. So very much better in 
every way than the usual corny 
opening announcement with cur- 
tains being drawn .back and a 
piece of rather nasty copperplate 
saying “Presenting Prestige”! 


« * * 


It MusT NoT be thought for a 
moment that every product—or 
even a majority of products—-can 
profitably be advertised with 
such economy of words and pic- 
tures as in these examples; so, 
in your search for simplicity, be- 
ware of emptying out the sales- 
manship with the superlatives. 
Many products-— particularly pro- 
ducts involving the reader in a 
large outlay of money—call for 
advertisements packed with copy 
or pictures of both But not 
empty copy-—not copy that 


that warm the cockles of the 
advertiser's heart and leave the 
reader cold 

* * * 


A MAGNIFICENT example of a 
complicated story, told with sim- 
plicity, is a Butlin’s Camp adver- 
tisement from a daily news- 

per. The thing is ugly and 
brutal, but what liveliness it has. 
In the whole advertisement there 
is scarcely a syllable wasted or a 
word that I want to alter 

Incidentally, I consider that 
every copywriter and indeed any- 
body who is concerm { with plan- 
ning advertisements should be 
sent to a Butlin’s camp for a 
week at his firm's expense. And 
the more reluctant he is to go, 
the more termined his direc 
tors shou, to send him. Mr 
Butlin has .wmething to teach us 
all about mass persuasion, and a 
great many advertising agents 
should thank heaven, fasting, that 
he never came into the advertis- 
ing business. 


Value Of U.S. Ad. 
Advisory Body 


.The establishment by the U.S 
Department of Commerce of an 
Advertising Advisory Committee. 
representative of media, agencies 
and advertisers, is warmly com 
mended by Editor and Publisher 
New York. 

“For too long,” it is stated in 
a leading article, “advertising and 
business were made the popular 
symbol of evil and planned by 
Government officials for all sorts 
of wrong-doing. . . . 

“The Advertising Advisory 
Committee should serve as a two- 
way street for the better apprecia- 
tion of government by the people 
and the better understanding of 


praises the product in general business and advertising by both 


terms, nor copy stuffed with facts 


the Government and the people.” 


British Typographers Guild 
Prise Winning Layouts 


Ai UMINIUM 


Winning entries in the layout contest organised recently by the 


British Typographers 


Guild. Left, winner in the members’ class, 


submitted by D. P. Harrison, of Rumble, Crowther & Nicholas: right, 


winner in the associated class 


submitied by J. Gordon Clark, Philip 


Park Press, Manchester. 
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Check beard variations 
when casting-off...° 


IT IS A common error for the less experienced, first to add 
more lines to a copy panel or heading, already *tight” in 
its allotted space in a layout, then to cap it all with the 
instruction to “reduce leading”. The following is the gist 
of the conversation which follows:—Us: “Can we set down 
a size?”’. Customer: **No. Reduce the leading’. Us: “It's 
already set solid. It’s a matter of beard”. It follows that 
the avoidance of this type of author's correction saves 
time, money, and patience. If, when specifying type sizes, 
you have any doubt, do not hesitate to ask the Layton 
technician. . . he’s glad to help you and it’s what he’s here for. 


ral The trouble is that the body size of type aiffers 
| The longer the descenders 


with every face 2 
R and ascenders the smaller the body size an 
— = of course, the greater the amount of “ white 
; space ** between lines when set solid. 


a 


Ae EE as iter Fe SR ss 
R , 2 ae 


<r 


\ 
™, 
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Aig oe 


No 
ae 


Gill Sans 


Metropolis Light 


- " Examples of varying body sizes are shewn 
N icholas C ochin alongside. In one square (bottom right) the 


See Aa Bn A 
\ 


rae <2 


letters are shewn in reverse, the black areas in 
Perpetua each case representing the size of the solid 

metal and the letter in its exact position on 

the metal. The varying depths of beard are 
Rock well shewn clearly. 


Times Roman 


LONDON 

Standard House, Farringdon St., London, 
E.C.4. Telephone : CENtral 2020. 
BIRMINGHAM 

65 Livery St., Birmingham, 3. Telephone: 
CENtral 7971. 

BRISTOL 

669/671 Fishponds Road, Bristol. Tele- 
phone: FISHPONDS 55373/4. 
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ADVERTISER'S WEEKLY 


We believe that you will be impressed 
by the names of leading advertisers listed 
in a booklet we have recently published. 
Therein you will find, in product cate- | 
gories, over 400 advertisers who, while no 
deubt giving fair consideration to statis- 
tivs and theory, prefer to be guided by 
long experience and good judgment. 


The influence and prestige of THE 
SPHERE, both at home and overseas, 
is traditional and has been so for more 
than fifty years. 


We have sent out a copy of this booklet 
to many of our advertising friends, but if 


you did not get a copy, please ask us. 
aso” 


answer! 


F. J. DUNN, Advertisement Manager 
Commonwealth House, New Oxford Street, London, WC. 


Holborn 6955 


Maarcn 2, 


1950 


CONDUCTED BY 


ALBERT SMALLWOOD 
F.R.S.A., A.M.LA.M.A., B.T.G. 


This is the first instalment of the Quiz. Others will 
appear at frequent intervals in future issues. 

1. Name a typefounder who was also a well-known writer of 
boys’ books 


. Name a knight who is a Director of an old-established advertising 
agency, a typographic expert and a “Royal Designer for 
Industry”. 


we 


a“ 


. Is photomontage 
(a) A new type of photographic paste? 
(5) The application of composite photographs? 
(c) A type of photographic lighting? 


4. What is meant by 
(a) Quarter tone. 
(b) Carbon tissue. 


. When it is said that the “image tends to work fine” in printing, 
would the reference be to 
(a) Photogravure 

(5) Letterpress. 


(c) Lithography. 
(d) Silk Screen. 


6. Which is the “nigger in the woodpile™ in the following 
(a) Mill finished. (c) Hot pressed. 
(5) Super calendered. (d) Deckle. 
(e) Antique. 


. In printing, what can be caused by any of the following 
(a) Using the wrong type of ink. 
(b) Using too much drier. 
(c) Leaving too much time between printing colours. 


8. The secondary colours are Orange, Purple and Blue. True or 
false? 


Which one of the following does not “belong” 
(a) Gillies Gothic. (c) Granby. 
(6) Gill Sans. (d) Erbar. 


How many did you get correct? The answers are on page 396 
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You can sell 


CARS, MOTOR ACCESSORIES AND TYRES « TRACTORS « AIRCRAFT + CLOTHES « FOOTWEAR « TRAVEL 
« HOTEL ACCOMMODATION « LUGGAGE « SPORTS KIT « FOOD « WINES AND SPIRITS « PIPES AND 


TOBACCO, CIGARS, CIGARETTES AND LIGHTERS + BOOKS, NEWSPAPERS AND PERIODICALS « RADIO 
* TELEVISION « WATCHES AND CLOCKS + JEWELLERY « FURNITURE + EQUIPMENT AND INSTALLA- 
TIONS FOR FACTORY, OFFICE AND HOME + PRECISION TOOLS « INDUSTRIAL RAW MATERIALS «+ 
CHEMICALS « PHARMACEUTICALS « SERVICES TO INDUSTRY + BANKING AND INSURANCE FACILITIES 
* PROPERTY—IN FACT QUALITY GOODS AND SERVICES OF EVERY KIND. 


to Class ‘A’ 


men, with personal incomes in the 
thousands, who influence commercial 


and industrial expenditure involving 
millions... Th 
more cheaply “ through e 
ib 
Economist 


* A survey by Research Services Ltd. shows a cost as low as 32s. a page a 1,000 class “A” men readers 
A.B.C. NET SALES 1949 SECOND HALF, 43,819: PRESENT NET SALE EXCEEDS 46,800 
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ADVERTISER'S WEBKLY 
PACKAGING PARADE 


Colour Accentuates 
Shelf Appeal 


OW many of the packs of 
products which to-dayjare 
ousehold names ,have re- 
tained unchanged the designs 
which launched them originally 
on their voyage to success? How 
many have been streamlined, de- 
victorianised or otherwise 
brought into line with modern 
taste? Do we know what we 
mean by modern taste? Is there 
such a thing as a timeless, classi- 
cal form in pack design? 

These are the questions which 
the designers of the pack for the 
new product-—Benger’s Malted 
Milk, marketed by Benger’s Ltd., 
of Holmes Chapel, Cheshire, and 
distributed by the controlling 
company, British Chemicals & 
Biologicals Ltd, of Lough- 
borough—asked themselves. 

Shelf appeal called for full 
colours, the character and reputa- 
tion of the manufacturers, 
dignity and taste. What has been 
aimed at is a combination of 
simplicity with good taste in 
design utilising classical faces of 
lettering with a colour scheme 
indicative of the product and 


pleasing to the eye. The pre- 
dominating colours are a light 
but warm brown on which are 
superimposed oval panels of light 
cream. The lettering is in black 
embellised with a restrained use 
of a strong red. On the whole a 
pack which is dynamic, pleasant 
to live with and one which above 
all will, as the old phrase goes, 
“Stand the test of time.” The 
air-tight container is of tin, the 
lever lid and top shoulder being 
printed in matching colours and 
the body (to comply with current 
regulations) being completely 
covered with a varnished label. 

The Benger’s Malted Milk pack 
was designed, in collaboration, 
by the advertising department of 
British Chemicals & Biologicals 
and their agents, H. C. Longley 
Ltd. 


* * * 


OR the first time individual 

packs are being distributed 
by D. & W. Gibbs Ltd., for the 
Boudoir and handbag sizes of 
Californian Poppy perfume. 
These new packs, made from 
high quality card, replace the 


PM rorien® 
A aim 
vn 


A combination of simplicity and good taste, using classical faces of 
lettering, with a colour scheme indicative of the product and pleasing 


to the eye. 


Predominating colours are light brown, superimposed 


with panels of light cream. 


bulk display outers which 
formerly held a dozen or half- 
dozen bottles, and are printed 
in attractive harmonising colours. 
The design depicting a scene of 
young romance is the same on all 
the cartons. The largest size of 
Californian Poppy, shown over- 
leaf—the presentation size—was 
always individually packed. 
The bottle of clear glass is 
notable for its clean lines and 
lack of ornamentation, which 


allows the product to play a vital 
part in final presentation. The 
neat red plastic cap fits snugly 
into the generally tasteful scheme, 
and is decorated on the top with 
a pressed-in, poppy. 

The green label printed in red, 
gold, and black provides 
restrained contrast. These cle- 
ments of design are the same for 
all three packagings. 


(Continued on page 376) 


1949 CERTIFIED NET SALES 


r 
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of 54,270 copies 
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POULTRY 
WORLD 


COVERS THE ENTIRE INDUSTRY WITH THE LARGEST NET SALES 


DORSET HOUSE - STAMFORD STREET - LONDON : S.E.I 


Telephone WATERLOO 3333 (60 LINES) 
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ADVERTISER'S WEEKLY 


The Midlands is an agricultural as well as an industrial region. Its farming community 
is prosperous and mobile. Midland farmers as well as Midland industrialists read the 
Post—sometimes they are combined in the same individual. The very latest national 
-and international news, plus authoritative comment on regional affairs makes the 
Birmingham Post—daily—one of the few great “ provincials” that are essential for “A” class 


oe 
eS 7 Z : 


marketing in town and country. 


* Tnagram passed om population of waiscted Midland: 


tums taken of lasl census wWeningnam appro) tnate(y 


one milion 


To cover the Midlands first cover Birmingham 


The Birmingham Post 


Member of A.B.C. 


38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C.4 
Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhampton 
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NS Poke Verde continued 
GUIDES TO 
BETTER COVERAGE 


N 4 New packs, replac- 
oO. ing display outers 
which formerly 

held a dozen or 

half-a-dozen bottles 

of Boudoir and, 

8 “> | | 200 hh | | eye «| sizes all 
j have this attractive 

' ¢ r o © le 8 design for both the 
package and the 

bottle. 


can't be wrong! 


They're in the ABC because they get results. The pulling 
power of the ABC Guides has been proved over and over 
again by holiday resorts, hotels and restaurants all over the ET another manufacturer, white, is a vast improvement on 


country. The smallest advertisement produces a sur- Wm. Wren Ltd. have the original. The “family re- 
Ae ag : courageously broken with tradi- semblance” is confined to the 
prisingly large number of enquiries. This country wide tion to bring a more attractive standard logotype for the name- 


coverage at low cost is worthy of the close attention of Dubbin tin on to the shop block, and the “Wren” trademark. 


-ounters and shelves. Coincident with this venture 
all space buyers. For full particulars of rates and available st F 
P y P Previously it has been the Wf. Wren Ltd., also decided to 


spaces write Thomas Skinner & Co., (Publishers) Ltd., policy of the company to ensure have the point-of-sale cartone for 
330, Gresham House, Old Broad Street, London, E.C.2. some resemblance between the citton is made from standard 


various shoe dressings and light card, printed in three 
polishes which they market. How- Colours. brown. orange and 


r ST] Y wil it = ——y ee the white. An extended top flap 
M py, f Uddin package bore too Close A allows a competitive display to 
ONS we ff resemblance to other polish tins. hye arranged when bent back and 

/ 4 So, to avoid confusion among 


folded into position. Once again 
V//i/g\ retailers and customers the de- br P . 


WL, | the logotype is used, shaded, on 
My sign has been changed ee 
iy 

yy 


SS 


an orange flash. Each carton 
The result, printed in three contains one dozen, 74d. size 
colours, brown, yellow, and tins of Dubbin. 


QA 


The leading Alpha- 
beticalRailway Guide. 
Official every month. 
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Published © Monthly, 
Air Time Table with 
Complemental Ship- 
ping information. 


Keystone phote 
Re-designed display carton and tin for Wm. Wren's Dubbin. Family 


resemblance is confined to the use of the standard logotype and the 
trademark 
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A Complete 


DIRECT MAIL 
PRODUCTION SERVICE 
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Is This The First Book 
About Advertising ? 


By ERNEST MORISON 


OME 86 years ago one 

William Smith, acting mana- 
ger of the old New Adelphi 
Theatre, who evidently fancied 
himself as a publicity specialist, 
published the first book on ad- 
vertising traceable through the 
archives of the British Museum 

The volume bears the simple 
title of Advertise-How, When & 
Where, has a flamboyant cover. 
and carries advertisements of all 
kinds outside and in. 

Writing when he did, the 
author showed himself to be 
something of a prophet. 

In every railway carriage, he 
suggested, there should be not 
only a map of the railway with 
distances from station to station 
but a moving scroll indicating 
“this train stops at Norwood, 
Croydon, etc.” “Change at So- 
and-so, etc.” As applied to the 
then tramway system, his idea 
was to having a similar shifting 
scroll indicating the various stop- 
ping places so that a passenger 
might know exactly where he was 
at any = of his journey, Of 

¢ enterprising advertiser 
was to be given the opportunity 
to display his announcements 


in reasonably close proximity. 

Mr. Smith traced the origin of 
“bill-sticking,” as it was then 
crudely known, to the witches in 
Macbeth where in the third 
scene, Act |, they exclaim: 

The weird sisters, hand in 
hand, 

Posters of the sea and land 

Thus do go about, about 

He even added the notion that 
the so-called birch-brooms that 
witches are supposed to carry, 
might perhaps be more properly 
regarded as billstickers’ brushes, 
while the mysterious ceremonies 
around the witches cauldron in 
order to 
Make the gruel thick and slab 
may not be, after all, connected 
with the process of mixing the 
paste? An imaginative person, 
our Mr. Smith! 

But this was not all he thought 
about _billposting He was 
“specially severe on bad displays, 
which he illustrates by a sketch 
and gave his own idea of what 
poster display should be by a 
picture of a full size hoarding 
with framed border—a display 
which would compare favourably 
with many to-day, although he was 


Southwark Fair, some 
times referred to as “ St 
Margaret's Pair", is here 
shown in 1749 but was 
established by letters 
patent in 1440 


Standfitting Costs 


have tisen 


When they beld a Fair in 1749 the ‘ stands’ cost very little. A 
rough platform or table and a simple canopy sufficed. But Fairs and 


Exhibitions are only mirrors of the times, and in these days of keen 


competition and high standards of design they must absorb much time 
and money. Some Exhibitors say that the limit bas now been reached 


that Standfitting is costing too much. 


Patio MAAS aR HE BOS, jt 


We agree, and bere at Olympia 


handicapped by the many small 


sizes in vogue in 1863. Hoardings 
he urged, should be illuminated. 

Similarly, he asserted, if the 
railway companies felt inclined 
they could improve the “unsightly 
appearance” of their bridges by 
renting them to “respectable” 
firms for advertising, compelling 
the renters to have well painted 
boards of uniform size with 
handsome moulding. 

Postcards, he suggested, could 
have space devoted to advertise- 
ments, thus ensuring revenue for 
the Post Office. 


Marcu 2, 1950 


He was no advocate of house- 
to-house bil] delivery but was 
strongly in favour of the mail 
order system if sent out under 
postage. In fact, he was optim- 
istic enough to think one at least 
in every twelve so sent out would 
bring a customer. 

Page after page he devoted to 
one trade or another. The man- 
facturer of perfumes, he sug- 
gested, should have a font of 
scented waters in theatre lobbies. 
at dalls and other suitable gather- 
ings. 


The man who mislaid his “Advertiser's Weekly.” 


drew this cartoon, 


Sandy Rees, who 


is a steel worker with Richard Thomas and 


Baldwins Ltd., a cartoonist only in his spare time. 


we are making it our business to keep costs down. This does not imply 
that we aim at anything less than the best ; it is largely a matter of 
planning abead and using materials wisely. Why not ask our repre- 
sentative to call and have a talk about the way we work ? 
OLYMPIA STANDFITTING 


OLYMPIA LIMITED "LONDON Wi4- PHONE: SHEPHERDS BUSH 5366 
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In response to the tremen- 
dous demand, we have 
printed and distributed 
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Three Aids 
For Print 
Producers 


Printers’ Arithmetic, by F.C. Avis (The 
Leagrave Press. 8s. 6¢ 
Print, by Jona C 
& Son, i2s 
by Rudolph H 
(Aivin Redman, 21s.) 


Mr. Avis’s 148-page book des- 
cribes how to work out arithmeti- 
cally problems concerning type 
sizes, copyfitting, margins, t 
areas, leading, spacing and t 
amounts of various miatefials 
required for specific composing 
room jobs. 

Quite justified is the author's 
claim that it may be of immense 
value to the advertising produc- 
tion manager, typographer, lay- 
out man and student who wants 
to have more than a passing 
acquaintance with composing 
room arithmetic. 

This most industrious book is 
for learning and study, not for 
casual reading, but the author 
has avoided the all too common 
assumption that the reader has 
already a wide knowledge of the 
subject. He begins right at the 
beginning, and by repeating his 
points in two or even three 
different ways makes his meaning 
clear even to the beginner. 

He has devoted considerable 
space to a description of the 


NEW BOOKS REVIEWED 


out what size of type shall be 
selected for a given area or num- 
ber of pages. The essence of this 
method is to find out the area of 
the space to be filled in square 
points (ic. the width multiplied 
by the depth in points) which is 
done by multiplying both the 
width and the depth by 12 when 
the measurements are given in 
pica ems. Then the number of 
words in the copy is converted 
into word-ems, which means the 
number of ems the copy would 
occupy based on an average of 
three ems to the word (including 
spaces). When the type area in 
square points is divided by the 
number of word-ems the result 
shows the square of the type to 
be used. The square root of that 
figure is the measurement of the 
mutton quad of the type size to 
be used. Adjustments may be 
made for types of varying “set,” 
or width, and for leading. 

This method may be applied to 
triangles, circles and to other 
shapes, and to irregular areas by 
dividing them up into geometrical 


pes. 

Another section of everyday 
value to the advertising typo- 
grapher is that devoted to arith- 
metical methods of determining 
the area of a page that should be 


occupied by actual type, and the 
areas and dimensions of margins 

This conscientious book is well 
supplied with examples and with 
exercises to which answers are 
provided in an appendix. 

How To Plan Print is a new 
edition of a book first published 
in 1938 and since twice reprinted 
before being revised and now re- 
issued. It is one of the soundest 
books of its kind and ought to 
be read by everybody who 
handles type and print. 

Starting off with a chapter on 
letterforms and legibility, the 
book takes the reader through the 
selection of typefaces, reproduc- 
tive processes, design and form, 
colour, margins, decoration and 
the use of rules to the final 
chapter “Practica] Designing for 
Print.” 

As a former compositor, a 
practising typographer, a lecturer 
and an associate of the Mono- 
type Corporation, Mr. Tarr has 
viewed typography from all 
angles. His book is essentially 
practical and will be extremely 
helpful to students. They will 
acquire self-discipline in the selec- 
tion of types for their various 
purposes from the early chapters 
on the evolution and design of 
type, and technical skill in the 
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use of the resources of the 
printer's armoury. 

The Printer's Terms is a miracle 
of compression. It is an inter- 
national dictionary of printing 
terms, and into 200 pages, pocket 
size, is packed a vast amount of 
information printed in English, 
French and German, and some 
of it also in Italian and Dutch. 

As well as a genera! dictionary 
of printing words, it covers in 
some detail composition, repro- 
duction, Press work, paper and 
binding so that instructions can 
be readily translated from one 
language to another. 

Primarily a book for the 
printer, it would also be useful 
to production men who receive 
or give instructions in other 
languages. —E.S.A. 


A.B.C. Of Mechanics 


Mechanics for the Home Student. By 

Mm,’ Simons. (life and Sons Led. 

Believing that there is an un- 
ending “cold war” between the 

ndit and the simplifier and 

ing very much on the side of 
the latter, Mr. Simons has set out 
to explain the elementary laws 
of mechanics in terms that any 
intelligent person will under- 
stand. 

He has completely succeeded 
The 19 chapters of this 150-page 
book provide an excellent intro 
duction, under such headings as 
action, force, fluids, heat, framed 
structures and so forth. There 
are many diagrams.—-M.H. 
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- EXPORT 


MARKETING & ADVERTISING 


Peru Is A Competitive Market, 
Bristling With 
Opportunities 


acquire most of the pre-war trade 


© the busy executive, 

snowed under with requests 

to export to dollar areas, 
Peru may appear a small and 
distant market. Yet there are 
few countries in South America 
where such advantageous facili- 
ties for expansion of trade have 
been granted. Another factor 
which has improved prospects for 
British goods in the re-adjustment 


of sterling-dollar rate of 
exchange. This revaluation of 
sterling, and the sol rate for 
sterling exchange, allows the 


quotation of attractive prices for 
U.K. goods. They can, in fact, 


compete with goods from 
America and those of local 
manufacture. The recent pay- 


ments agreement between Britain 
and Peru make a !arge increase 
in exports imperative if a satis 
factory balance of trade is to be 
achieved Undoubtedly there 
will be severe competition from 
the United States, but there is 
just as much opportunity as there 
is competition 

Previous to the war the United 
States supplied 334 per cent of 
Peru's imports, Germany 20 per 
cent and the U.K. only 10 per 
cent. At the moment, there are 
signs that German firms are 
again attempting to enter the 
market, Japan, which, before the 
war exported large quantities of 
cheap textiles to Peru, is also 
showing a deep interest. These 
countries may soon provide 
serious competition. 

During the war years, the 
United States was able to improve 
her trading position, and during 


the last few years has been 
supplying over half of Peru's 
imports. Of course, the United 


States enjoys the following advan 
tages, physical nearness, control 
of mining and petrol interests. 
In addition, many engineers and 
technicians have been American 
trained, and the market is full of 
American magazines. Neverthe- 


built 


up by 


Germany 
Peruvian firms are in 


Many 


fact look 


ing for United Kingdom agencies 


Britain has been exporting 
goods to Peru for almost a cen 
tury, but the flow of trade 
suffered during the war. In the 
ensuing years there has been 
remarkable recovery Trade 
figures for 1949 reveal a remark 
able increase 

Many British merchant firms 


have considerable stakes in Peru 


One 


the rail 


company 


ways, 


controls 
another 


most ot 
supplies 


large-scale mercantile connections 
with Europe; in addition, many 
prominent members of the com 


mercial 


fraternity 


have long 


standing trade connections with 


Britain 


attachment to 
have 


which 


There is a 
Brit 


always 


sentimental 
ish goods 
enjoyed a 


reputation for high quality 


Peruvi 
orders 
delivery 
To con 
recent 


an firms often 


on  conside 
dates rather 
vbat this te 
months, Un 


give 
rations ot 
than price 
endency in 
ited = States 


firms have offered rapid deliveries 


for a wide range of goods 


while 


United Kingdom firms have been 


prejudiced by a 


reputation for 


long delivery dates, a hangover 
from the war. Even now when 
there has been a considerable 
improvement, United Kingdom 
delivery dates still lag behind 
those of American competitors 

Although delivery is important 
prices should not be neglected 
as keen American competition 
will generally be met in this 
direction. With the exception of 
luxury articles the war-time 


less, Britain should be able to = shortage of goods has now ended 
ANALYSIS OF THE MARKET 
Employers 
Independent Salari awe 
Workers Employees Earm 
Agriculture 732,775 §,226 $01.34 
Mining 3,212 2,948 37,895 
Man. Industry 230,717 8.84? 113.016 
Construction 2,832 1.821 40,770 
Transport, Communications 13,607 9.100 27.329 
Commerce Banking 68.998 28.513 & 19¢ 
Public Admin $147 68.626 sR° 
Professional, Domestic and 
Personal Services 22,979 4,544 134,661 
Others $.354 3,298 23,361 
Total 132,918 898.156 


1,085,621 


Like delivery dates, prices should 
be competitive and firm 

The list of goods for which 
there is a demand in Peru is a 
long one. The only items for 
which prospects seem limited are 
the following which are locally 
made: low grade textiles, foot- 
wear, glassware, soap, silverware, 
leather goods, canned fish, beer 
and mineral waters, cement, 
furniture and wallpaper 

Peru is mainly an agricultural 
ind mining country which has to 
import a large proportion of its 


ndustrial requirements. These 
include metal, chemicals and 
irtificial silk yarn, hardware, 
sanitary appliances, and con- 
struction materials. There is a 


spasmodic market for equipment 
for sugar mills, terse Machinery, 
road making machinery, railway 
equipment, hydro-electric plant 
Small generating sets, electric 
motors, pumps, diesel engines, 
nachine tools, compressors, 
i:gricultural machinery and tools, 
surgical and dental equipment, 
office machinery, motor vehicles 
ire always in steady demand. 
There are two markets of 
approximately equal size for 
consumer goods, one for cheaper 
articles and the other for luxury 
goods, such as_ refrigerators, 
wireless sets, high-class textiles, 


clothing, footwear, toys, sports 
goods, “canned foods, toilet 
preparations and electrical 
appliances 


Although the bulk of trade is 
handled through Lima, exporters 
should inquire what arrange- 
ments agents have to cover other 
parts of the country. They 
should consider the advisability 
of appointing separate agents 
for Arequipa, to cover southern 
territories, and others in Iquitos, 
the distributing centre for the 
upper Amazon valley 

In most cases import permits 
wre granted in accordance with 


national requirements and the 
ivailability of exchange. 
No first-class agent will con- 


sider taking a line of popular 
ippeal unless he receives funds 
for advertising backing. Adver- 
ising is an important factor 
iffecting the sales of foodstuffs, 
whisky, patent medicines, toilet 
requisites, and novelties 

By United Kingdom standards 
idvertising will be found expen- 
sive, but exporters must be 


Prepared to accept the advice and 
recommendations of local agents 
in this matter, if they wish to 
break into the market. Adver- 
tisements should be simple in 
layout, and designed to appeal to 
two widely different sections of 
the community, one educated, 
the other illiterate. 

Ail the modern media are 
available in Peru, including Press, 
radio, hoardings, circulars, hand- 
bills, electric signs, painted signs, 
and cinema slides and films 
Most of them are widely used. 
Most popular media are the Press 
and radio. Direct mail is exten- 
sively used for articles of popular 


appeal. The distribution of hand- 
bills is debarred in the larger 
towns. 


Outdoor advertising in all its 
forms, display, showcards, calen- 
dars, shown in places to which 
the public have access are liable 
to either local or fiscal taxation. 
Methods of collecting this tax 
vary considerably. 

Catalogues and advertising 
materials should be printed in 
Spanish. With machinery or 
heavy articles, it would be a 
service to importers if the weight 
of the article were quoted. This 
allows an estimation to be made 
of freight charges and customs 
duty. This also applies to smaller 
goods when packed in cased lots. 

All advertising materials sent 
out separately as printed matter 
or by book post (maximum 
weight 2 kilos), the wrapping 
being open at both ends so that 
they may enter duty free. If 
made up into parcels of over 2 
kilos in weight, they should be 
sent by parcel post (maximum 
10 kilos) and are subject to a 
basic duty of one sol per kilo 
gross weight. Advertising materia] 
packed with goods may involve 
the importer in the payment of 
extra duties, or liability to a fine. 

FS. 
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BRITISH TEXTES 


sells to trade 


buyers overseas 


Wen 
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SPECIMEN COPIES AVAILABLE TO MANUFACTURERS AND THEIR ADVERTISING AGENTS 


“BRITISH TEXTILES” 
(Published by “The Drapers’ Record’’) 
229/231 HIGH HOLBORN 
LG@RSBeGR - Wr Fk 
Telephone: CHAncery 6291 
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AN 
INTERESTING 
NEWSPAPER 


Under the personal direction of its owner, Senator Mahmoud 
Abul Fath, “AL MISRI"’ maintains a standard of local and 
foreign news, exclusive British pictures, interviews, short 
stories, reports from its Roving Correspondents, Churchill's 
Memoirs (exclusive among Arabic newspapers), which is 
unequalled in Egypt. 


Because of its large circulation, its rate per inch is very 
advantageous. 
Daily Edition 85,99! Saturday Edition 115,534 


HEAD OFFICE: 92 Shoria Kasr e! Eini, Cairo. 

LONDON ADVERTISEMENT OFFICE - Overseas Publicity & 
Service Agency Ltd., 110 Fleet Street, E.C.4. 

LONDON NEWS SERVICE : 8 Henrietta Street, W.C.2. 
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: ‘ 
TO TRADE & INDUSTRY I THE CENTRAL A NORTH AFRICAN TERRITORIES 


What itis... 

The RHODESIAN RECORDER published 
monthly in Salisbury, Southern Rhodesia is a com- 
yo trade journal attractively produced. 


he RHODESIAN RECORDER answers the 
long felt need for such a journal in Central Africa 
—it covers the vast, and as yet comparatively 
untapped markets of Northern and Southern 
Rhodesia, Kenya, Uganda, Tanganyika, Portu- 
guese East and West Africa, the Belgian Congo— 
in fact, all territories north of the Union's 
border. 


What it does... 


The RHODESIAN RECORDER can sell Tex- 
tiles and Clothing ; Footwear and Leather 
Goods ; Furniture ; Hardware and Domestic 
Appliances ; Cosmetics; Toys and Fancy 
Goods ; Foodstuffs; Machinery and equip- 
ment for the light and heavy industries to this 
market that wants to know where and how to 
obtain these goods. 

Full particulars from >— 

SOUTH AFRICAN JOURNALS LTD. 
345 Norfolk St., Strand, London, W.C.2 
Phone—TEMple Bar 869! 

Sunlight House, Quay St., Manchester 3. 
Phone—Biockf 6? 
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: 
Spain Offers Varied 


Media 


DVERTISING in Spain 

depends entirely on per- 

sonal judgment, for 
material regarded in this country 
as essential to the planning of a 
campaign simply does not exist. 
The capabilities of leading 
Spanish agencies vary consider- 
ably: by British standards, all 
are backward. Many serve as 
little more than space-fillers, and 
the advertisements they produce 
are often of the poster type: a 
large illustration and very little 
copy. British and American 
methods are held in high regard. 

There are about 160 agencies 
in Spain. Of these, perhaps 
twenty are regarded as first class. 
Most of the leading agencies are 
small, and few employ a staff of 
more than a dozen. 

It is impossible to assess the 
circulation of individual news- 
papers and magazines, but there 
is no genuine national Press in 
Spain. Even the publishers are 
unwilling to make a private esti- 
mate of sales, for if it did sot 
come up to the official figure, 
there would be difficulties with 
the advertisers; if it exceeded the 
official figure, there would be 
difficulties with the Government. 

The three leading so-called 
national newspapers are A.B.C., 
Arriba and Ya. These all claim 
a circulation of 100,000. In ad- 
dition, A.B.C. has a_ special 
edition printed in Seville with an 
official circulation of 50,000. 

There are two important fac- 
tors which affect the coverage of 
these publications. First, the 
Spaniard is probably more loyal 
to his province than to his 
country. Secondly, the Madrid 
newspapers are usually a day o'd 
by the time they reach provincial 


bookstalls. For these reasons 
local newspapers sell more 
readily. 


In order to obtain even a thin 
national coverage, the advertiser 
must use at least half-a-dozen 
provincial papers in addition to 
those of Madrid. These provin 
cial papers should be used to 
cover the more prosperous areas 
in Spain: the Basque provinces 
and the areas around Barcelona, 
Valencia and Seville. (These 
provinces, together with that of 
Madrid, contain 33 per cent of the 
country’s total population, while 
they cover only 12 per cent of its 
area, The estimated population 
of Spain in July 1949, includ.ng 
the Balearic and Canary Islands 
was 28 million.) 

Semana and Fotos, the two 
leading illustrated magazines, 
are published weekly. They both 
have an official circulation of 
15,000, concentrated in Madrid, 
with a small proportion of sales 


Range 


in provincial capitals. There ure 
several sporting magazines. These 
publications, both newspapers 
and magazines, should not be 
overlooked, for the Spaniard is 
fond of sport, perhaps because 
this is the only side of life where 
opposition is allowed. 

There are several home and 
fashion magazines. But these 
magazines cost at least three 
pesetas; several of the more ex- 
clusive fashion and sporting pub- 
lications cost as much as fifteen 


or twenty pesetas—right out of 
reach of the skilled workers. 

There is no opposition Press 
in Spain. The Falangist party 
controls Arriba and one paper, 
sometimes the only one, in each 
provincial capital. The power- 
ful Catholic Press owns Ya and 
a string of other papers through- 
out the country. A.B.C, is actu- 
ally a monarchist paper, but can- 
not express monarchist views. 

All papers tell the same story 
Every leading article reads like 
a party hand-out. There is a 
general attitude of mistrust of the 
Press, and it is possible that this 
extends to advertising. In any 
case, the newspapers are often 
hard to read; the newsprint is of 
poor quality, the ink is heavy, 
and advertisements are sometimes 
illegible. A table showing some 
of the main publications appears 
on the next page. ; 

Of the eighty radio stations 
in Spain, the most powerful net- 
work is that controlled by La 
Sociedad * Espafiola de Radio- 
difusién, an organisation which 
controls sixteen stations. 

The only programme worth 
considering is one lasting 15 
minutes with a maximum adver- 
tising content of three minutes. 
This usually consists of a few 
gramophone records, or a serial 
story, or play, but the advertiser 
is free to draw up his own pro- 
gramme, provided that the three 
minutes advertising Maximum 1s 
observed. ? 

This form of programme is 
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provided by Radio Madrid at a 
basic cost of 1,500 pesetas for 
each quarter of an hour. It is 
probably available from the pro- 
vincial stations also. 

Radio in Spain is not an 
effective advertising medium at 
present. Stations have a small 
range, and there is no way of 
measuring coverage. It is impos- 
sible to find out the number of 
sets in use, but it is unlikely that 
there are more than 5$00,000— 
and this may be too high an 
estimate. Probably half the sets 
are in the province of Barcelona. 
It can be said in favour of this 
medium, that Spaniards pay more 
attention to what they hear than 
to what they read. 


Wide Popularity 
Of Films 


In the last few years, the 
cinema has become an important 
part of Spanish life. There are 
cinemas in all the principal cities 
and towns, and every village with 
a population of about one thou- 
sand, or even less, has facilities 
for showing films. Admission is 
cheap; a reasonable seat costs 
as little as six pesetas; in the 
country the price is one peseta or 
less. A regular visit to the 
cinema has become a habit, and 
the cinema could become an im- 
portant and effective advertising 


medium, and indeed the only one. 


in many country districts. 
Advertising films exist, but the 
quality is poor. Nearly all the 
programmes in Madrid and 
Barcelona include a series of 
slides; these are generally of a 
good standard, but they are 
shown during the interval when 
the audience are changing, or 
visiting the bar. In the country, 
however, the programmes are 
shown at a fixed time, and the 


audience sits right through the 
show. It is important to remem- 
ber that a technicolor film is 
always a hit; the Spaniards love 
realism, and the more action and 
simple humour, the better. 
There is little outdoor advertis- 
ing in Spain. Many sites are of 
a temporary nature, although 
there are some permanent hoard- 
ings in the larger cities. 


A num- | 


ber of posters appear by the main | 


roads and railway lines, but are 


primitive and badly placed. There | 
are 16-sheet displays on all the | 


Metro station platforms, 
some car cards in the trains. 
Several local manufacturers are 


and | 


using "bus and tram-sides in the | 


provincial capitals to good effect. 

The general rule for window 
displays is to dazzle the shopper 
with the variety of goods offered 
for sale. Inside the shops, the 
showcases are filled to over- 
flowing, and little or no effort is 
made to highlight any particular 
brand. There are very few show- 
cards, and those that exist stand 
out for that reason. 

In the poorer districts, the 
windows are untidy, with a dusty 
display of goods—no doubt be- 
cause the shops cannot afford to 
hold more than a very small 
stock. It is certain that the distri- 
bution of showcards, combined 
with a lesson in display, would 
give a tremendous advantage to 
any manufacturer. 


Espana, a daily and Sunday newspaper 

lished in Tangier, should not be over 

ed This is said to have a § 
circulation of 150,000, mainly in the southern 
and eastern provinces and Madnd 


Merchandise That Could Be Sold 
In U.S. Department Stores 


SURVEY on the import of 

consumer goods into the 
United States has been under- 
taken by the National Retail Dry 
Goods Association at the request 
of the E.C.A. It is an effort to 
acquaint producers in Western 
Europe with current market 
opportunities in the United 
States. The report describes 
merchandise which could be sold 
by department stores of the 
United States, providing certain 
conditions are met. The condi- 
tions, indicated in the report are: 
(1) Landed costs which will 
permit profitable sale of items. 
(2) Delivery periods required for 
their sale. 

The items described fall into 
fourteen general groups. These 
are blankets; boys’ furnishings; 
china and glassware; draperies 


ee ee 


and curtains; floor coverings; 
girls’ wear; housewares; infants’ 
wear, men’s clothing, including 
suit fabrics; men’s furnishings, 
including shirt fabric and foot- 
wear; piece goods and linens; 
small leather goods; women's 
accessories, including neckwear, 
scarves, handkerchiefs, gloves and 
handbags; and women’s lingerie. 
These categories represent mer- 
chandise which could be imported 
and sold in substantial volume, 
but by no means is it intended to 
exclude the desirability of import- 
ing foods, wines, toys, and the 
many lines of luxury merchan- 
dise, not listed, for which there is 
continuing demand. 

This information will provide 
a measure of help for producers 
and so encourage a large and 
profitable volume of trade. 


ADVERTISER'S WEBKLY 


WEALTHIEST CITY OF 


SCANDINAVIA 


is Stockholm, with its 660,000 
inhabitants who enjoy a stan- 
dard of living which is out- 
standing in Europe today. 
To cover Stockholm and the 
thickly populated country 
around it, you need the highly 
concentrated circulation of 
AFTONBLADET. 


DAILY NET SALE: 

170,879 (Sundays 173,947) 
AFTONBLADET 
STOCKHOLM SWEDEN 


BIGGEST EVENING PAPER 
OF THE NORTH 


HJEMMET 


CAN TAKE YOUR 
MESSAGE INTO EVERY 
THIRD HOME IN 
DENMARK 
in spite of a small increase 
in our paper allocation, space 
is still very «ight, so please 
let us know your require- 
ments as far ahead as possible. 
Our weekly magazine for 


“ALT for damerne”’ 


is in its fourth year and the 
net sale is now well in excess of 
170,000 weekly. The bright 
modern make-up and quite 
exceptional colour printing of 
ALT makes it an attractive 
proposition to advertisers. 


REPRESENTED BY 


gw 


JOSHUA B. POWERS LTD., 14 COCKSPUR STREET, LONDON, 5.W.! 
Telephone : WHI 3305/6 


When you need 
information on 


SOUTH AFRICA 
consult 


24 HOLBORN, LONDON, E.C.i 


Cape Town : 


Cape Times 
and Cape Times 
Week-End Magazine 


Tel: HOL. 4144 


Durban : 


Natal Mercury 
S.A. Woman's Weekly 
Natal Sunday Post 


Johannesburg : 


Rand Daily Mail 


Sunday Times 


Sunday Express and Home journal 
Die Weekblad 
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This is the woman 


whose husband subscribes to the /nvestors’ Chronicle. 
Some would describe her home as luxurious; it is 
certainly well appointed. The key is set by the head 
of the house; an investor of capital who plans most of 
his spending in terms of investment; seeking quality 
wherever he goes and whatever he buys 

If you would like his custom, and that of a concen- 
trated market like him, advertise in the /nvestors’ 
Chronicle, where the waste circulation is very small indeed 


G. Bullock, Advertisement Manager. The investors’ Chronicie 
Grocer's Hell Court, London EC 2 MONerch 682) 


markets, 


We know many of the answers here. 
Those we don't know we refer to 
Calcutta, where we have om own office, 
A preliminary discussion on India, 
Pakistan, 


agents entails no obligation. Contact 
F.D. STEWART LID. (Hol. 7489) 
8 Red Lion Square, Lond ’ 


Ceylon and othet ~~ 
with advertisers or their 


ion, W.C.1 


Central Offices : 2 


For a poster advertising 


388 


campaign in any of the areas 
shown on this map consult 
Mills & Rockleys. | 


Single sites, special displays 
or complete coverage for long 
or shert periods 

Bvery detail of a poster 
campaign prepared, supervised 
and executed 


MILLS & ROCKLEYS LTD. 
QUEENS RD., COVENTRY 


EXPORT MARKETING 


Best Bets 
In Direct 
Mail 


IRECT Mail can be of 
Deer value to advertisers, 

especially in the more diffi- 
cult markets of the dollar area 
But before going on to the United 
States and Canadian markets, it 
would be wise to consider other 
markets where British advertisers 
have made considerable progress. 


For example, South Africa, 
which is a difficult market in 
which to operate direct mail 


publicity, because of the neces- 
sity situation of using bi-lingual 
copy, ic. English and Afrikaans, 
Further, the white population is 
in a minority, and it would not 
be profitable, except in the 
matter of stimulation of dealer 
interest from time to time, Direct 


mail could not, as in Great 
Britain, Canada and the United 
States, be used as a “door 
opener” for salesmen 

The same applies to Hong 
Kong» Hong Kong is a rich 


market—-one of the richest po- 
tentials within the Colonial 
Empire, and direct mail to 
dealers supplemented by dealer 


aids will stimulate business 
and be appreciated by dealers 
themselves. Care must be taken 
in translations and in the use of 
colour, Red, according to Chinese 
tradition, is a lucky colour 
Drawings must be perfect in de- 
tail or they will cause more 
laughter than sales It would 
be wise to use a Chinese artist 
for direct mail pieces directed 
at this market where Chinese 
business men predominate 
Both New Zealand and Aus 


tralia are what is known as 


“best bets” for British trade, be 
cause of their almost 100 per 
cent British population. la spite 


of the small population of New 
Zealand and Australia, the mar- 
ket represents a marvellous 
opportunity for British exporters 
It is a first-rate direct mail pro- 
position There is full mailing 
list information § available in 
Britain for these two great 
countries. It is possible to find 
out in this country who sells 
shoe polish in Fiji, how many 
banks or grocery stores, or hard- 
ware dealers there are in Hobart, 
and to a high degree of certainty 
the population figures of New 
Zealand, Australia, Tasmania and 
the Islands Even names and 
addresses are available 

There are, in fact, few prob- 
lems from Leopoldville in the 
Congo to Buenos Aires in the 
Argentine, that cannot be solved 
by direct mail 

The dollar market is all im- 
portant For instance, Canada 
is a country with a British tradi- 
tion as well as a French one. She 


is bi-lingual, but 
language—French—is _ confined 
mainly to Quebec and official 
documents. This French speak- 
ing population of Canada is 
highly important. It is impossible 
to buy a box of patent medicine 
in Canada that does not bear the 
name and instructions in both 
French and English. This aspect 
is most important in considering 
direct mail It MUST be bi- 
lingual in Quebec, but this is not 
necessary in other provinces. The 
exiled British-born Canadian liv- 
ing in Toronto, Winnipeg, Cal- 
gary or Vancouver would not be 
impressed by a sales-letter or a 
dealer aid in both French and 
English. It is on such points 
that utmost care is necessary 
Once points like this are under- 
stood the job of selling Canad- 
ians by direct mail will be sim- 


the other 


plified. Although Carada is 
loyally British, most Canadians 
have what we might call an 

<-s . : | + Ss 


Direct mail is doing a sound 
job of selling overseas. In a 
recent talk to the Regent 
Advertising Club. R. AYNSLEY- 
Cooper, of the Direct Mail 
Centre, suggested ways of pre- 
paring mailing shots for various 
markets. Here are some 
extracts from his talk. 
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“American mind.” They un- 
consciously “think” American 
This could not be otherwise be- 
cause of the close proximity to 
thie United States, the free flow 
of tourists and business people 
and, above all, American maga- 
zines and newspapers—and trade 
journals. Give them snappy 
peppy letters, dealer's aids full of 
colour in the American style 
and they'll like it! The dealer, his 
salesmen, and customer will prob- 
ably say “By gosh there’s life in 
the old country yet!” 

Direct mail can be a mighty 
weapon in the hands of British 
advertisers who want to hold the 
Canadian market. Canada has 
a great potential if the market is 
approached correctly. Be sure of 
what to do and say, before com- 
piling direct mail shots, and don’t 
forget to make the mailing colour- 
ful! “ 

Possibilities in America are 
the toughest of the lot. Yet it is 
a market in which direct mail 
can be used with great success. 
This is because Americans are 
accustomed to buying almost 
everything by mail order. Direct 


mail sells direct to consumers 
and to distributors. In dealing 
with this market it is wise to 


concentrate on distinctly British 
products, which must be well and 
<2 

(Continued on page 390) 
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SCOTLAND, 


with a population of 5 millions, 


is DAVID ALLEN country. 


Glasgow (1,127,000) and Edinburgh (470,000) —two main cities 
around which the David Allen service is built. In nearly 100 other cities 
and towns from the Border to Oban and Aberdeen, David Allen 

poster sites are strategically placed to give concentrated coverage in 
Scotland’s busiest buying centres —an effective, economical medium for 
carrying your sales message direct to thriving Scottish markets. 


All Enquiries to Head Office :— 


DAVID ALLEN & SONS LTD. 


7 Buckingham Palace Gardens, London, S.W.1 
Telephone: SLOane 071! Telegrams: Advancement, Sowest, London 


GLASGOW & WESTERN AREA: EDINBURGH & EASTERN AREA: . 
84 St. George’s Road, Glasgow, C.3 1 Queen Street, Edinburgh, 3 
Teephone: Douglas 7366 Telegrams: Datllen. Glasgow Telephone: Edinburgh 22345 Telegrams: Dallen, Pdinburgh ~ 
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OUTSTANDING IN DESIGN 
CRAFTSMANSHIP 


e IDEAS 
that Appeal 


e DESIGNS 
that Intrigue 


e POINT OF SALE DISPLAYS 
that Demand attention 


designed by experienced crea- 
tive artists and produced by 
expert craftsmen 


STILWELL DARBY os LTD. 4 


GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, W.C.2 


TEL. WHITEHALL 0843-4-5 


LONDON. C.P.R. CRANE 


LEICESTER 
MERCURY 


44 FLEET ST. €.C.4.TEL.CENSE20 
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Suggested Traveller’s 
Display For Sicily 


HE British Chamber of Com- 
merce in Catania, Sicily, are 
to provide a room for the display 
of sample ranges and literature 
covering British merchandise 
available for export to Sicily. The 
British Vice-Consul at Messina 
will visit Catania on set days each 
week to be in attendance when 
the sample room is open 
Local importers feel the need 
for actual samples since the 
majority of them cannot read 
English but can understand price 
lists when accompanied by goods 
further, they are anxious to de- 
velop the British market and take 
advantage of the current position. 
At present there are only six 
commission agents in the island 
| handling British goods 


Sample Ranges In 
A Suitcase 


In view of space limitations the 
sample room must be in the 
nature of a “traveller's display,” 
i.ec., such sample ranges as can 
be packed into a _ suitcase. 
Descriptive literature, however. 
may be sent in heavier quantities, 
Packages should be clearly 
marked on the outside and a 
declaration made “Samples of no 
value,” with a list of contents 


BEST BETS IN DIRECT MAIL 


Examples of goods which are 
at present of particular interest 
to the Sicilian market are textiles 
(men's suitings; women's linen 
deess materials; linen dyed 
material fast colours; men’s sum- 
mer suitings palm beach or other 
mixtures); cobbler'’s thread par- 
ticularly nylon; rope twines and 
preservative material for fish nets; 
colours for printing on tin and 
high-class grade printing colours; 
material for colouring edibles in 
particular for tomato and orange 
juices; tinned sheeting for small 
containers; insecticides; proprie- 
tory brand medicines, high-grade 
printing paper, bond and any new 
finishing styles; pen nibs; plastic 
articles such as fittings for hand- 
bag and suitcase manufacturers 
use, medicine containers, hospital 
utensils, sheeting for radio 
cabinets and furniture making 
Inquiries have also been received 
for a_ plastic varnish which 
renders furniture fire-proof and 
resistant to heat marking. There 
is a potential market for biscuits 
in fancy packings 

The import of most manufac- 
tured goods into Italy is at present 
subject to import licensing con- 
trol and the issue of import 
licences for many goods includ- 
ing many of those listed above 
is limited by quota 


(Continued from page 388) 


colourfully packed. Don't try to 
sell cheap stuff. They have plenty 
of it already. Sell them quality 
whether it is whisky, jam, cigar- 
ettes, or automobiles, and they 
will buy it regardless of price 
The Craven Tobacco Company 
are selling cigarettes and pipe 
tobacco in the United States in 
spite of the fact that they are up 
against one of the greatest mon- 
opolies in the country Why? 
Simply because it is quality in the 
minds of people who want some- 
thing different, something expen- 
sive and something better than 
average This is only one of 
hundreds of British products that 
are being successfully sold in the 
United States; there is room for 
thousands more The market 
hasn't been scratched yet! It's a 
tough market, which needs con- 
siderable market survey and ex- 
pert guidance. This can be done 
better in this country by British 
people experienced in the United 
States market by long residence 
and business experience, but it's 
worth a test in selling direct by 
mail. What is more dealer aids 
sales-letters, brochures, folders 


and other mailing pieces can be 
prepared in Great Britain—with- 
out spending a single dollar! 


South Africa Lets 


Down Trade Barriers 


Gomes T of the Union 
of South Africa intends to 
throw open to world-wide com- 
petition as large a field of its 
import trade as available re- 
sources of gold and hard cur- 
rency will permit. This trade will 
enter under universal permits. 
Universal permits will only be 
given for South Africa’s most 
essential imports, which will in- 
clude Government stores, direct 
requirements for the gold mining 
industry, equipment for the 
generation and distribution of 
electricity, oil, and essential food- 
stuffs such as wheat, tea and 
coffee. Arrangements have been 
made to ensure that gold will 
accrue to the sterling area in so 
far as countries trading with 
South Africa in the sterling area 
compete successfully for this 
trade 
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* OCEAN SAILING LISTS 

*# CURRENCY REGULATIONS 
*SEA, RAIL AND AIR NEWS 
* AUTHORITATIVE ARTICLES 
* UP-TO-DATE INFORMATION 
*CONSTRUCTIVE CRITICISM 


*BRITISH AND FOREIGN 
TRAVEL TRADE NEWS 


FOR TRAVEL AGENTS. 


It’s good to be able to write a success story for a new publication 
— better still to be able to do so without our tongue in our cheek ! ‘ 


Only two issues of * Travel World” have been published and there 
is no doubt about its success. Travel agents are not easily moved 


to express themselves on paper but many — and we mean many 
-have written letters of congratulation and approbation. More 


important still, the number of yearly subscriptions received has far 
exceeded reasonable expectations. 
If you want to talk to the travel agent here is a vigorous and virile 
medium which goes right to the man who can sell your services. 
He has a copy always at his clhow because the contents are of 
daily use to him. 
Advertisements in “ Travel World” are regarded by the travel 
agent as part of the journal’s information service —- he expects to 
see your announcements there. 


+ ABOUT TRAVEL SERVICE BY TRAVEL MEN 


Travel World 


PUBLISHED BY TRAFALGAR PRESS, LIMITED 
9 CATHERINE PLACE, WESTMINSTER, LONDON, S.W.1 


VICTORIA 0423/4 
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circulating 


in Northern Ireland 
which can Guarantee 
EXCLUSIVE COVERAGE 


Jrish Dew 
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Avoid 
lettering on 
artwork by 


Kodatrac ing- 


Expensive artwork whether 
for black or white press work, 
colour illustration, poster or 
display material need not be 
wasted by lettering on and so 
rendering it useless for future 
use. Artwork is too expensive 
when new artwork is prepared 
for each job and so must be 
saved. Whatever printing pro- 
cess is employed and whether 
artwork is colour or black and 
white—lettering on a Kodatrace 


save time and money with 


THE ORIGINAL PLASTIC FILM 


overlay can be “stripped in” or 
“overprinted” by your block- 
maker or processman—so saving 
valuable artwork for future use 
Kodatrace has a non-greasy 
surface ideal for lettering and 
may be erased without damag- 
ing the surface. It is ideal for 
client presentation and has 
many uses, among them, colour 
proofing and as a means for 
ensuring accurate register. 


Supplied in Rolls 40 ins. x 20 yords and Holf Rolls 40 ins. x 10 yards. 
Sele Distributors: 


ME STONE CRAVEN HOUSE, 121, KINGSWAY, LONDON, W.C.2. Holborn 6086 
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Round The World Quickly 


| GREEMENT has been 

reached between the United 
Kingdom and Belgian Govern- 
ments on the extension of the 
monetary agreement, Trade and 
payments arrangements were 
made which will permit a higher 
level of trade 


* » - 
N continuation of the discus- 
sions on trade in 1950 be- 


tween the United Kingdom and 
Denmark, which were held in 
Copenhagen in October 1949, 
exploratory talks took place in 
London in January and February. 
Arrangements have been made 
for a continuation of trade be- 
tween Britain and Denmark at a 
level substantially above 1949 
totals, until such time as negotia- 
tions for the 1950 arrangements 
are concluded. This expanded 
trade is expected to operate over 
a wide range of goods in both 
directions 
* * * 
RITISH Oil Engines Société 
Anonyme has been formed 
to sell in Belgium diesel engines 
made by firms in or associated 
with the Associated British Oil 
Engines Group, and the turbines 
and electrical products of The 


Brvsh Electrical Engineering 
Company 
* * * 
HE Pakistan Government 


have set up a Tariff Commis- 
sion to consider and recommend 
forms of assistance (not neces- 
sarily tariffs) required to protect 
local industry, to review the mea- 
sures of protection recommended, 
and to advise on methods of 
fostering local industry and secur- 
ing local production at the most 
economical cost The Commis- 
sion will make recommendations 
on application by the local in- 
dustry, or on a direct reference 
from the Central Government 
and will recommend: the rate 
of protective duty to be imposed; 
other assistance to be given and 
duration of assistance 

* * * 

URING the second week of 

the Foire de Paris, May 13- 
29, a Franco-British day will be 
held. British business men attend- 
ing the Fair will that day be the 
guests of the organisers at a 
banquet. A delegate of the Fair 
has visited Birmingham and 
Manchester and other towns to 
invite business men to visit the 
Fair in groups. Inquiries to the 
Foire de Paris, 23 rue Notre 
Dame des Victoires, Paris (2e) 

* * * 


Import Permits 


(TNHE Minister of Economic 

Affairs for South Africa, Mr 
Eric Louw, has authorised the 
immediate issue of further inter- 
mediate import permits to im- 


Topical Notes About Overseas Markets 


porters of raw materials, consum- 
able stores and maintenance 
spares. 

In view of the Union's im- 
proved foreign exchange position 
relative to soft currency, the per- 
mit issue will be made in 
Restricted Permits valid for im- 


ports from soft currency area 
only. Examples of industries 
which will not receive permits 


under this issue are the motor 
industry, tea and coffee packing, 
fertilisers, wine and newspapers. 
Assessments will be based upon 
the information recently sub- 
mitted by importers of raw 
inaterials, spare parts and con- 
sumable stores, and will be based 
on their total sales or consump- 
tion of directly imported goods 
whether of hard or soft currency 
origin. Each importer will be en- 
titled to an allocation of soft 
currency equal to 150 per cent of 
the F.O.B. value of his sales in 
the first half of 1949, less stocks 
and outstanding orders on Sep- 
tember 30, 1949, and less all per- 
mits issued after that date for the 
importation of similar goods. 
The immediate issue of permits 
is proceeding on the above basis. 
* . * 


HE Portuguese authorities 

intend to ignore or refuse all 
import licence applications out- 
standing before January 2, 1950. 
This order is made to ensure 
smooth working of 1950 trade 
arrangements. Applications made 
before January 2 should be re- 
submitted by Portuguese im- 
porters if they still wish to import 
the goods concerned. 


* » 7 


Economic Surveys 


REPORT on economic and 

commercial conditions in 
Portuguese West Africa has been 
published by the Commercial 
Relations and Exports depart- 
ment of the B.o.T. The report 
gives a comprehensive picture of 
conditions in the area over the 
last few years. Particular atten- 
tion is given to the existing 
United Kingdom position and 
possibilities for expansion. 


* = a 


RADING conditions in 
Mexico are the subject of a 
report compiled by the Com- 
mercial Counsellor on Mexico. 
Particular attention is given to 
trade with the United Kingdom. 
The report costs Is. 3d. and has 
been published by the B.o.T. 
” * * 
REVIEW of commercial 
conditions in the Dominican 
Republic has been published by 
H.MS.O., price 6d. This is the 
latest volume in this series issued 
by the B.o.T 
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Here is an old and valued friend in new make-up. Great 
Publiched Tuesday changes have been made in the layout of this popular weekly 
Gee tats oor totin soo tah newspaper, and readers and advertisers alike have been kind 
i enough to express their appreciation of our different 
CIRCULATES 
extensively throughout the rich presentation. 


agricultural area of South Lincolnshire 


besed on Spalding, the centre of One of the most important improvements is, of course, 


England's flower growing industry 
MECHANICAL DATA news on the front page, and we are confident that this 
Width of Col 
Depth of Col 24 innovation alone will greatly enhance the net sales of this 
Screen 
widely read influential newspaper which serves such a rich 


agricultural area. 


Lincolnshire Free Pres 


Head Office: Spalding, Lincolnshire Phone: Spalding 2361/2362. 
Advertisement Monoger: D. J. CASE 


London Office: Clifford's Inn, Fleet Street, E.C.4. Phone: Holborn 3611/2. 
London Representative: GEORGE JACKSON. 


Member of the EAST MIDLAND ALLIED PRESS Group 
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THE NOSE 


Suitable for use on all 
| machines 


Cardboard—-Gummed Pa 
Manilla—-Celluloid—-Wate 
Types Dies 
Ticket Pins Metal 
Guillotines —- Bevellers 


Str 


$ 


| Special Engraved Types 
your own designs. 


We also offer complete 


purchase superior 


AT REDUCED PRICES 


We now offer a completely new manufacture of 


“BESFO" HOT PROCESS ROLL FEED 


TRANSFER BLOCKING FOIL 


in all colours—gold and silver. 
| As made at “Acton Works” 


OTHER SUPPLIES AS USED ON YOUR 
SHOWCARD EQUIPMENT ARE 


Ornaments 


When you 


Quality Goods 


makes of hot stamping 


pers—Double Gummed 
t Slide Transfer Film 
Cutters Drapers 
uts Hanging Rings 
Finishing Presses 
—Dies—Blocks, etc.. to 


MASSEELEY showcard 


and ticket outfits, rebuilt and guaranteed by 


U J . U DU 


The Artist's Touch is 
periectly displayed — 
in Rowney’s 

Poster Colours 


the 


bought brushes and pigments from 


| 
SiNcE days when Constable | 


his friends Thomas and 


Reowney, the firm of Rewney's ha» 
kept in close touch with the artist and 
his needs, Maintaining « tradition of 
fine craftsmanship, it has also kept 
of the 


developments. 


abreast latest technical 


Richard | 
| 
| 


The Evening 
BATH & WILTS 


CHRONICLE 
& HERALD 


with its three 
associated Weeklies 
cover the 


'*INCREASING 


markets of 


Now, as ever, Rowney's view their | 


materials from the standpoint of those 


who use them, and regularly consult | 


This 


personal approach, with the aid of 


practising artists for advice 


continuous research and 


tests, has produced a range of 
materials unsurpassed im purity and 


fitness for their purpose. 


‘+ ‘Diana’ Poster Colours give 


ue, long-lasting surface 
drying, flakeless, ground 
te air-brush standards of fineness, and 
stay fresh and moist in the pot 


for the finest artists’ materials 
GEORGE ROWNEY&CO.LTD. 
10-11 PERCY STREET, 
LONDON, W.1 


| 
rigorous | 


SOMERSET 
& WILTS 


News 
Bath 


| Wessex Associated 
| Led. 
LONDON 
Mr. S. H. Roberts, CEN. 2767 
o 
@ Recent Survey of Eight South-Western 


Counties shows largest percertage population 
increases in Somerset and Wilts. 
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| SURVEY OF GREATER MANCHESTER 


| 


| 


| 
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(Continued from page 356) 


comments that purchasing in 
town appears greater among 
higher income grades and among 
readers of the Manchester Even- 
ing News 

Regarding holidays, the seaside 
easily makes the highest appeal. 


Percentages among 1,480 who 

took holidays were : 
Seaside 70-4 
Country 11-4 
London 33 
Other urban areas 44 
Touring ; 3-7 
More than one plac ‘2 
Abroad 5-1 
Not stated 1:5 


Rail remains the most usual 
form of travel 


ail 39-3 
Motor coach 25:1 
Private or hired car 19°9 
Sea and rail , 10-4 

ir 14 
Motor cycle 14 
Sea 1-2 
Bicycle ‘7 
Other means 6 


The possession of a refrigera- 


tor, telephone, or washing 
machine is: 
Refrigerator: in 45 per cent 


of homes, ranging from 29-7 per 
cent in the A income grade to 
1-8 per cent in the D grade. 

Telephone: in 17:2 per cent, 
from 80-1 per cent in A to 49 
per cent in D. 

Washing machine: in 7-1 per 
cent, from 26:7 per cent in A to 
1-4 per cent in E. 

Commenting on the analysis of 
evening paper readership, the 
survey states “While in total 52-6 
per cent read the Manchester 
Evening News and 30-7 per cent 
the Manchester Evening 
Chronicle, the readership of the 
Evening News is proportionately 
higher among those taking a 
holiday abroad, car owners, and 
those who have telephone, re- 
frigerator, or washing machine at 


home.” A similar comment is 
made of the Manchester 
Guardian. 


TABLE A.—MORNING PAPER READERSHIP 


Men and Women 
2.500 


All wnformants 


Daily Dispatch 2446 
Datly Express 24-2 
Daidy Maul i) 
Daily Mirror iia 
Datly Herald a6 
Manchester Guardian Sa 
N hrom 74 
Da (raphe 47 
Daily T edegraph 1-4 
Other Papers oe 
No morning paper read 18-2 


Men All Women | Housewives 
1,153 1347 1,088 
% ‘° 

28-0 217 22-5 
ue a4 18-7 
13-7 oA 92 
11-4 lie 11-2 
11 74 73 
sa 79 74 
4 62 60 
47 48 445 
1-2 146 17 
Os 09 io 
10-5 24-7 25-1 


TABLE B.—MORNING 


RA 
| Income Grade 

| Total ee B ( D E 

| le uel . ae 

| } e 
Informants ansucrime 
Daily Dispatch 2446 | 181 15:7 22-3 26-2 32-3 
Daily E xpress 24:2 28-4 28-3 27:3 23-4 16-5 
Daily Mad 11-5 22-9 1 44 95 60 
Daily Moerror iia 86 | 61 10-0 13 10-5 
Daily Herald 8-6 37 | a4 49 99 15-8 
Manchester (uardian a4 a0 29-0 13-1 3-3 145 
News Chromicle 746 9-6 10-9 10-8 6-5 45 
Daily Graphu 47 8-6 a8 52 49 30 
Dasly T degraph i4 5-8 ao 18 oO 
Other morning papers oo 27 2-4 7 Os 15 
No morning paper read 18-2 8-6 146 12-4 20-4 25-6 


m 


TABLE C.—EVENING 


PAPER READERSHIP 


Men and Women 
ombined 


2,500 
All informants “ 


Manchester Fvening News 

Manchester Foening ( hromecle 7 
Other evening papers 17 
No evening paper read 4 


Men AllWomen | Housewwes 
1,153 1,347 1,088 
my oy ay 
574) 48-9 48-9 
“ne 27-4 28-1 
2-5 09 O68 
16-0 29-7 29-7 


TABLE D.—EVENING 


All tnformants 


Manchester F vening News 
Manchester Evening ( hromucle 
Other evening papers 

No evening paper read 
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ts WALL 


eo e 
HUNSTANTON 
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KINGS LYNN 
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With the Newspapers 


e ‘| which the area knows 
BURY ST. EOMUNU? best and respects most 


Eastern Duly Press 


47,797 (ABC JULY-DEC. 1949) 


8 Ne oe y Sele ean namcnetintneaamedeall 


Eastern Evening ews 


52,695 (ABC JULY-DEC. 1949) 


HEAD OFFICE— LONDON OFFICE— 
57, London Street, Norwich 151, Fleet Street, EC 4 


Tel. 23231 Tel. CEN 2276 
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New Railway 
Guides Issued 


First of a new series of British 
Railways illustrated holiday 
guides have now been published 
Unlike the guides formerly issued 
by the railway companies, which 
covered the territories in which 
the companies were interested, 
the new guides are arranged on 
an area basis: Scotland; Wales 
and N.W. England; Eastern 
England, S.W. England; and 
South and S.E. England and the 
Channel Islands 

Each volume deals with one 
of these areas, which is indicated 
on a colour-map on the cover 

In addition to many pictures 
of holiday resorts, beauty spots, 
and places of interest, the guides 
contain descriptions of the terri- 
tory, maps, and addresses of 
hotels and boarding houses 
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Decline In Display Craftsmanship 


“Display to-day is suffering 
from a general decline in crafts- 
manship,” said Mr. Edward 
Stuart, central publicity manager, 
Lewis's Ltd., of Liverpool, when 
he addressed the British Display 
Association. 

Display men lacked that en- 
thusiasm which kept them at their 
jobs after time, and made all the 
difference between a career and 
“just another job.” This resulted 
in careless workmanship and a 
uniformity in technique 

Such a situation was only to be 
expected. Art schools were doing 
a fine job in encouraging new 
entrants into the profession, but 
no facilities were available for 
more advanced study in tech 
nique, and books were few and 
generally unsatisfactory 


In the world of display there 
were too many small associations 
and many petty jealousies and 
rivalries could be avoided if the 
various clubs amalgamated under 
the aegis of some parent body 
like the Advertising Association 


Irish Whiskey Order 


Under new legislation, just 
enacted by the Dail (Parlia 
ment) in Dublin, Irish whiskey 
will--in future—-be specially de- 
fined on the bottle labels. Hither- 
to there has been no legal defini 
tion of Irish whiskey, and it was 
felt that to safeguard the name 
at home and abroad such legisla 


tion was necessary The labels 
will also state the method of 
distillation where this is by the 


“pot still” method 


CARE SAVES WEAR — 


Esso 


...so the Anglo-American Oil Co. Lt 


d) 


} 


took care to specify— FTRAPIN EX. 


N oil company’s tankers and petrol pumps are 


exposed to all weathers 


mitted to show wear and tear, but must constantly 
express a bright and cheerful efficiency befitting the 


name they carry 
these conditions perfectly 


manence and brilliance of paint with the controlled 


uniformity of print 
World-famous companies, 
tisers, Crovernment 
find ‘Trapinex’ the ideal 
number of problems 


By the ‘Trapinex’ Paint Process designs can be 
executed direct on to practically any surface 
AusTIN) Moror 


Existing users include 


*Trapinex’ (Regd.) Paint Transfers ore fully patented and manufactured only by 


TRAPINEX LTD. 100 COMMERCE HOUSE, HIGH ROAD, WOOD GREEN, LONDON N.22 


“TRAPINEN’ 


national 
and 
solution to a 


great 
Departments 


On eTC. BTC 


(Reed) 


Beroer Paints, BOAC, Capsury’s, Dat_y Express 


They cannot be per Duntor, Friawamr, GEC, Giupey’s Wines, 
Hoover, Hornimans, Hovis, ICI, lors, Lever 

Bros.. Mureny Rapto, NUPPIELD ORGANISATION, 

Transfers meet Nuswirt, OsrkamM, PHiLtips RUBBERS, REMINGTON 

They possess the per Rano. Rurecerre, Sepecs, W. H. SmitH, Vacuum 


RESEARCH AND ADVICE 


adver 
Ministries 
surprising 


tory, 


of all 


Designers and Planners 


potential 


The services of the “Travinex’ Research Labora 
are at the disposal 
Meanwhile 
write now for your cony of an interesting booklet 


users of ‘Trapinex.’ 


that will show how “TRAPINEX’ can help you 
with your packaging. advertising and general 
Co idustrial marking problems 


TRANSFER MANUFACTURERS AND DIRECT PROCESS PRINTERS 


Phene: Bowes Park 68/13 


Grams: Trepinex, Wood, Londen, 


Cables: Trapinex, London 
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Kemsley Newspapers 
Circulate 
Tees-side Book 


The resources and industries of 
the Tees-side are reviewed in 
Tees-side Enterprise, published by 


Bemrose Publicity Co. Ltd. 
under the auspices of the Tees 
side Chamber of Commerce and 


the Tees-side Industrial Develop- 
vent Board, and launched at a 
conference at the Dor- 
chester, London 
Port facilities 
the 


industries, 


iron and 
shipbuilding chemical and 
light and industrial 
Services and amenities are among 


steel 


the subjects of articles and 
photographs 

The book is printed on art 
paper, 11} x 94 in Slightly 
larger blueboard covers carry 


uecorative coloured 
maps, which are combined to 
form one double spread in the 
middle of the book. Blue titling 
s used for the articles More 
than 60 of the 104 pages are ad- 
vertisements, many being in 
colour 

Although Kemsley Newspapers 
Ltd. have had no hand in either 
the inspiration or production of 
the book, Mr. V. Ewart Berry, 
Kemsiey's advertisement director, 
believes it to be such an admir- 
able description of the area 
centring Middlesbrough, 
where three Kemsley papers are 
published, that he is sending 
copies to the principal London 
idvertising agencies 


PRODUCTION 
QUIZ 


(See page 372) 


Tees-side 


on 


The Answers 


1. Talbot Reed 
1893) 

2. Sir Francis Meynell, R.D.1.. 
FS.LA 

3. (b) 

4.(a) An illustration technique 
in which a pull from a half- 
tone block is retouched, or 
a photographic enlargement 
of the pull made “contrasty” 
and a line block made from 
the final “original.” 

{b) The sensitive-to-light 
gelatin which forms the 
pho.ographically printed re 
in the production of 


Baines (died 


sist uSe 


photogravure plates and 
cylinders 

§.(c) 

6.(d) refers to the edge of a 
class of paper. the remainder 


to surface finish 
7. Crystallisation (subsequent 

do not take well on 
colours) 

8. False. The secondary colours 
are Orange. Purple and Green 
Blue is a primary colour 

9. Gillies Gothic is an informal 
script type face; the remaining 
ones ‘upright” sans types. 


colours 
earlier 


are 
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Artists and designers are invited to compete in 
producing a poster that will promote intra-European 
co-operation to build a better standard of life in all 


those countries in the Marshall Plan. The theme 


expresses the development of the European 
Recovery Programme as a mutual undertaking 
among the nations participating in the Marshall Plan 
to advance their own prosperity and establish a 
firm basis for world peace. 

The first prize will be £350 ; second, £260 ; 
third, £150. There will be three further prizes of 
£50 each and ten ‘* Highly Commended "’ awards 
of £10 each. 


This competition, which is open to all perma- 


nent residents of the United Kingdom, is part of a 


greater competition being organised simultaneously 

in other Marshall Plan countries, by the adminis 

trators of the European Recovery Programme. 
The sixteen winning entries from U.K. will 


the E.R.P. Poster Competition, 


Name (in BLOCK letters, please) 


Address 


Announced by The Advertising Creative Circle 


£1,000 
E.R.P. POSTER 
COMPETITION 


Theme : ‘ Intra-European co-operation for a better standard of life” 


The last day for receiving entries is 4th April, 1950 


Please send me full information, competition rules and an entry form for 


ADVERTISER'S WEEKLY 


automatically compete with winners from those 
other countries for twenty-five even more substantial 

European prizes to be awarded in Paris this year. , 
the 


and the reward in prestige 


Obviously, the financial benefit to final 


winners will be great 
immeasurable. An exhibition of the prize-winning 
posters from all countries is planned to tour 
Europe and America. 

The United Kingdom £1,000 Competition is 
being organized by The Adv ertising Creative Circle, 
on behalf of the administrators of the European 
Recovery Programme. The Advertising Creative 
Circle will be responsible for seeing that the judges 
are unaware of the identity of entrants. Young and 
unknown artists of ability will thus suffer no 
handicap. 


ODE LE ALLEGE LEAN E 


Send the coupon below for full information, 
names of judges, details of your brief as a designer 
and instructions to competitors, 


POST THIS COUPON 
to The Advertising Creative Circle, E.R.P. 


Poster Competition, Room 76, Chandos 


te NOTE: As this is the only announcemem 
that will appear in this publication, please 


bring it to the notice of your friends or club 


or association, 


| 
| 
| 
| 
| 
House, Palmer Street, London, §.W.:. 
| 
| 
| 
| 
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ADVERTISER'S WEEKLY 


THERE IS something to be 
said for staying in one firm 
when it enables you to be- 
come a group advertising 
manager at the age of 37. W 
Elsey, who went to the Rootes 
people straight from school in 
1928, is so much a one-firm man 
that, even while in the R.A.F 
in Bomber Command, he flew in 
a Halifax made by them 

In the belief that an advertis- 
ing man should know as much 
as possible about the product he 
is advertising, Elsey spent a 
couple of years with the Group's 
manufacturing division at 
Coventry. Since the war he 
has travelled most of Europe for 
the company, chiefly in con- 
nection with exhibitions. He even 
penetrated behind the Lron Cur- 
tain to show Rootes cars and 
trucks--and as many Union 
Jacks as possible-—at the Posnan 
exhibition 

Now he will co-ord‘nate home 
and overseas publicity for 
Humber, Hillman, and Sunbeam- 
Talbot and for Commer-Karrier, 
advertising managers of which 
are, respectively, T. H. Oakley 
and Norman Ackroyd. 


Mainly Personal— 


By CONTACT 


Elsey is married, has one little 
gitl, and likes motoring, photo 
graphy and swimming 


Se Rows 


A FRESH approach to manage 
ment is behind the promotion of 
Desmond Preston to general sales 
manager of Beatties, the Wolver- 
hampton store. In the belief that 
important 
should be the 
servant, not 
the master. 
of sales 
policy. 
Preston has 
now been 
placed in 
charge of all 
selling 
de partments 
and will 
combine the 
functions of 
merchandise 
Manager and 
sales mana 
Desmond Preston get 

He joined 
the firm 13 years ago, and 
became sales and advertising 
manager last year Now. at 


merchandise control, 
though it is, 


ws 
in We 


QUALITY 


| FIELD HOUSE 


Universe 


is proving a productive slogan for 

discerning Spacebuyers. With a weekly 

nett sales figure at present in excess of 
2.31,.000 copies 

THE UNIVERSE appeals to a most 

responsive class of reader, interested 

in all nationally advertised products. 


QUANTITY 


at 40!- per s.c. inch 


No national appropriation is complete without 


The Universe 


BREAMS BUILDINGS 


RESULTS 


LONDON EC4 


a 


31, he is one of the youngest men 
in the store business to hold such 
a responsible position 


s* x 2 


INCREASE in the work of pub- 
licity officer to Torquay Corpora- 
tion has meant that H. Berkeley 
Hollyer is now having to give 
all his time to this job; he has 
shed the management of the 
Corporation's Marine Spa, for 
which he had also been respon- 
sible. Myself. 
I should 
have thought 
that publi 
cising a 
place of the 
size and im 
portance of 
Torquay had 
long been a 
whole - time 
job for any 
body. 

Hollyer 
went to Tor- 
quay and its 
Marine Spa H. Berkeley Hollyer 
in October 
1931 and became publicity officer 
the following March Before 
then, his career was at Droitwich, 
in his native Worcestershire. 
Here, also, he ultimately became 
genera] manager of the Droitwich 
Brine Baths as well as being 
responsible for publicity 

His professional solidarity may 
be gauged from the fact he has 
been a member of the Incorpor- 
ated Advertising Managers As- 
sociation since 1938, and resigned 
from its national council only 
because of the difficulty of at- 
tending the meetings in London, 
an executive committee man of 
the Association of Resort Publi- 
city Officers; has been chairman 
of the Resort Section, Association 
of Development Officers; and 
represents Torquay at executive 
committee meetings of the Health 
and Pleasure Resorts Association 

In his lighter moments he is a 
devotee of the amateur stage. 
likes golf and dancing, and is a 
keen supporter of Torquay 
United F.¢ 


* 


“OLD BEN” (the Newsvendors’ 
Benevolent and Provident Insti 
tution) has no stauncher friend 
than Mrs. E. B. Hatch, managing 


director, Croydon Times. The 
annual “Gay Nineties” ball which 
she organises On its behalf always 
does Old Ben a power of good. 


The one held recently in 
Kennards’ Ballroom, Croydon, 
was no exception, fully justifying 
the ovation given to Mrs. 
Hatch when, during the even- 
ing, she handed a cheque to 
Commander R. A. Hall, chair- 
man of Old Ben's management 
committee. In the accompanying 
picture, you see, left to right, 
the Mayor of Croydon (Col. 
C. H. Gibson), Mrs. L. A. Aston 
(wife of the chairman of Croydon 
finance committee), Mrs. Hatch, 
and Commander Hall. 


Incidentally, more than £100 
was awarded in prizes for the 
costumes. 


Se - 


IT WOULD be hard to think of 
anyone with a name more suited 
to her job than Jeanne Flower; 
she is secretary and advertise- 
ment manager of The National 
Gardens Guild. 


It was 2] years ago that Jeanne 
joined the Guild. Two editors 
pay a “coming-of-age” tribute to 
her in the February issue of 
Guild Gardener Marguerite 
James, who founded the journal. 
and Lady Seton, its present 
editor. From these tributes it is 
clear that the Guild owes much 
of its success to Jeanne, and that, 
during the war, it could simply 
not have carried on without her 
“We had no office,” writes Lady 
Seton, “but Miss Flower set up 
one in her own house, where she 
carried on with no clerical help 
whatever for all those years.” 


WEEKS WISECRACK 


~ 


“My secretary's so dumb 
she thinks a revised set- 
ting is a second attempt 
at a hair-do.” 
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An advertising agency is more than a machine, more than a structure of departments and 
accessories — it must have a mind, a composite personality, a definite outlook, a working 
philosophy. This non-physical factor which gives character to its work, is difficult to 
communicate. The advertiser knows that most modern agencies are well-organised and 
equipped — but what interests him when he considers a particular agency is: what does 
that agency think about various matters which come up from time to time in the business 


of selling. If you are interested in what R.C.N. thinks, will you please let us know ? 


RUMBLE-CROWTHER & NICHOLAS LIMITED 


184 STRAND -§ LONDON - WCE2 + TEMPLE BAR 9271 


eg be rs Rd = OO ee : : ¥ ia) a “en ~ om atk 1 ie 3 a &. 7 fe, “oe. 2. See = 
ae : ' ‘4 : : 
E 
Ss ee ey 
‘ es 3 
tis 
4 oe Z 
= -. 
ce ; : - Ws 9 4 ae Fig 
: Rees OA 
A a Cogs nh § bey age ¢ as 
though aes be Si Phi 
a t site. : a 
a, ~~. Adve, ape | way ad so 
yee Ms rae, ng a. - ; 
i th, » Oe, ee. ’ ° 
ter a nt pg * Oes,. 4 Aj 
tiled tie uly, ‘GN ae . 
‘ tw he a 49 
a s* j Chetan, hieg | PO aed 4 
P if Sine '™ thes, er, “Ping , 
> sy “Pub, Pen, toca / ; % f 
3 *© the * See Prine, | * wes . ae 
ie \ * ening ‘hie, ‘emai ne ie “em ty ef 
Bee thay  s, Y are [  “*ihay,, Com Cc a, 
iF . he ne roy | om in or i 
‘ a “nin, Yi, ~m ar, , new , to » : Aa 
5 “a © the, torr he, mh the hice <n ; rug 
. Ce aS «ce ay w New t ng “Why — “ne orm : : a 
3 ne 7 Pte. thei, oo fit “hin, ” Of the A. 4 r trae 
; oe “the Mtewe “Miler, / "de, Ne nied Pr, . pee ee 
7%, a om “me Othe, mals The "© hag, the " . 2 Soy ols 
= Pe rep Tlie a Sothern, = ny, | “y val, Niven ae i Pd \ oy oF ae 
f eee. ord fey ~~ me Precip te. | theres © pe Neve tn - « -. oF 
+. ¥ \ bch ftne,, es "rial, al S thes, fore 4 Peery ling Whe 4 see 4 : ia 
la PY. - thei, k henlran, ~ Meh, he th. : : ; 
— Yer Pheal Ws» ° nn Whee j 
“ a. 5 “a 4 Prope, bo "ark, wh me 4 = ea) > 7 
BN ag ™ thei the Conan, m his oe the a + ; 
“i Fo ¢ > sey) - > rn - * boing 4 . Bots: 
ie Rtn yoy ‘ee “ny a "Pine | ” ry 
aM 8, te, “ the, hy & 
a ~ ‘Thay “he 4 
sy by a © we 
. “io eee ? r . 
oe aa Pury, i 
“a i a a : : 
. ae ai i ms ? ‘ ‘ 
Se Re) wis 4 
 - maar 4 ay 
: a aaa a 
s Pa. . 
ah ‘ae ‘ x , 
i. i ae v a 
t +, 4G ere iG th 4 a 
“>? : Ait Phe hs 
i: te as 
e ON ey. a 
J vat y nig tg i 
is Se 
ey, & Me ss -) 7 : 
fe i te OT oo: : | 
7 e - ~e 
= & 
S | 
: | 
~*, ] 
ARE YOU ON THE RCN MAILING LIST? <a | 
' omens a’ °°. whee | 
ee cs Oe e ay 
“s i an a | 
eh * Tah? + ¥ ae : / 
; ROD} BS) nt eae } 
Zz. 
; a 
3 te 
4 4 
= ee : 
ae : 
aa f 
ck ee ; 
ay 7 
hd i 
: ; 
t = 
“ aad 
. | 
ae ay 
ne rN * ; ; ae C 
pee | | i a | Boe, a - : ey Re I RS TY - . a 


ADVERTISER'S WEEKLY 


NOW READY: 


the completely revised, greatly extended 
1949-50 


Paper Makers’ & Merchants’ 
Directory of All Nations 


(Formerly the Paper Makers’ Directory of All Nations) 


@ Subject to your acceptance, we will send you by return one of 


the few copies of the 19,.9-°0 PAPER MAKERS’ & MER- 
CHANTS’ DIRECTORY OF ALL NATIONS which we have 
earmarked for those readers of ADVERTISER’S WEEKLY 
who can profitably use this invaluable Work. 


An Astonishing Condensation of 
Daily-needed Facts, Figures and Data 


| 


| 


To everyone who uses, makes or merchants paper or paper products, | 


this important 57th Edition is an absolute necessity—-so essential is 
the information it contains, so practical and complete is the service 
it provides 

Thoroughly revised in every section, brought up-to-date, improved in 
format and greatly extended in scope, it is by far the most compre- 
hensive and authoritative edition since its first, fifty-seven years ago 

the leading Trade members of no fewer than $0 countries have contri- 
buted to its wealth of ready-to-use facts, figures and information 
This one compact volume brings you alohabetical and trade-classified 
lists of all the best makes, makers and suppliers of paper and paper 
products, paper making and converting equipment, supplies and 
technical services; indicates the capacities, types and qualities of naper, 
pulp and board mill products; assists you un your selection of paper, 
board, equipment and sunplics; eliminates endless telephone calls. 
correspondence and trouble; provides you with a year's service of 


indispensable, hard-to-get-elsewhere data—all for Id. a day. 


Thoroughly Covers the Paper and 


Allied Trades 


Summerives cearly £000 Pape Pulp and Board Mille in more than 
countries with names and addresses 
Makes of Paper. Number and Widths of Machires, Tonnage Output, Pow 
Used. Teleeranh Addresses and Telephone Numbers: Paper, Pulp and Board 
Agents; Clasified List of Mil} Pro ‘wer for all Lists Paper Merchants 
and Whaoatecale Stationers; Paper Stainers. Enamel'ers and Surfacers 

Waste Paper Mercharts, Rag Merchants and Paneer Stock Dealers 
Mercham Shippers of Paper; Cardboard and Paper Box Manufacturers, China 
Clay Merhants, Paper Bag Makers; Trade Associations; Paper Making Equip 
ment, Supplies and Serves; Paper Sives and Weiehts, Buyers’ Guide 


Stations for Passengers and Good 


countrie 


Marcu 2, 1950 


AUTOTYPE, OF COURSE 


All types of 
PHOTOGRAPHIC 


ENLARGEMENTS 


up to 80 sq. ft. in one piece, 
for all exhibition and display 
purposes, on a wide range 
of materials, singly or in 
quantity. First rate service 
and quality 


The intelligent 
use of 


COLOUR 


can make the picture. So 
much of the really good 
colour work seen nowadays 
is done by Autotype 


Ring EALi ng 2691 fora representative to call 


THE AUTOTYPE CO. LTD. 
The Leading Photographic Printers 


BROWNLOW ROAD, WEST EALING, LONDON, W.13 


COMPREHENSIVE 
ART SERVICE 


We have pleasure in announcing the extension of our Studios now 


Established 


2 __ Edward Vaughan Ltd 


equipped to handle art work of every kind for every purpose. 
Creative designs for poster, press, showcard and transport advertising. 
Photograph retouching. 


Finished art-work for line, half-tone, offset and silk-sereen repro- 
duction 


A speedy efficient service always at your disposal. 


et 


32. Shoftesbury Avenue. London. W.1 


Telephone 
1932 Gerrard 1330. 


Only a Few Copies are Available — 
SECURE YOURS NOW 


Heavy pre-publication orders have absorbed all but a few copie, of this important 
edition, and this offer will be withdrawn when the allocation is exhausted, To secure 
the copy we have earmarked for you, please return the coupon AT ONCE. 


Business Publications Ltd., 180 Fleet Street, London, E.C.4 


Please send me by return ove cor { the 1949-50 PAPER MAKERS & 
MERCHANTS DIRECTORY OF ALL NATIONS. Invoce me after despatch 
at the post-frce price of 10s (Overseas: 355. cash with order.) 


Name 


Address 


Peete meen een eeenene 


AW PDI °° 


REPRESENTING THE 
LEADING GROUP OF 
ARTISTS FOR INDUSTRY 


ASTRAL ARTS GROUP LIMITED 


245, Vauxhall Bridge Road, London, S.W.1. Tel. : Vie. 5303/6 
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CURRENT ADVERTISING 


Two small] teasers during next 
week will preface the first-ever 
advertising campaign for Cyril 
Lord fabrics which will be con- 
ducted by Greenly’s Ltd.. who 
have been appointed agents. The 
main campaign begins in March 
in national dailies and Sundays, 
selected women's magazines and 


{cme aroma he beet 
ston and wee bow the sew Cyrd Lond 


) i THE TAsHiON 


OUT cr THE ORDIWART | 


trade Press, backed by poster and 
vehicle publicity. 

The theme in the ad. illustrated 
here will be used in Press and 
posters. The teaser consists of 
fjust the drawing of the hand 
and eye, with the words “They're 
definitely different!” 


ACCOUNTS MOVING 


To Colman, Prentis & Varley 
Ltd.: Midlothian oats, porridge 
o@is, and baby cereals, manufac- 
tured by A. & R. Scott Ltd, 
from April |. Graham & Gillies 
Ltd., who have hitherto handled 
the account, will launch a new 
product from the same company, 
Piper Oatmeal, probably in the 
autumn 

To Crossley & Co., Ltd.: Linta- 
felt Ltd., makers of cotton felt, 
Lintasprings, and Lintafoam latex 
foam cushioning, from March 1. 
Trade Press. 


To Stowe & Bowden Ltd. 
Manchester: H. Heywood & Co., 
Ltd., paint manufacturers. Pages 
in painting, decorating and tex- 
tile journals. 

To Rathbone Publicity Ld.: 
Dowding & Dol! (Machine Tools) 
Ltd.. and WHardinge (Machine 
Tools) Ltd., both from April 1. 


NEW ACCOUNTS 
To Alfred Bates & Sos Lid: 


New Fabric Account To Greenly’s: Alfred Bates To 
Launch Pharmaceuticals For Distillers Co. 


Distillers Co. (Biochemicals) Ltd 
A number of new pharmaceutical 


products are to be launched 
shortly. 

To George Murray (Advertis- 
ing) Létd.: Lip-Cote liquid lip 


colour made by B.G.P. (Cos- 
metics) Ltd. National dailies and 
Sundays. 


To Warren Seymour Co., Litd.: 
Cherry Tree Machine Co., Ltd., 
manufacturers of laundry and 
dry cleaning machinery. 

To Rooster Publicity Ltd: 
George Clayton & Co., 
bottling equipment. — F. ‘ 
Brackett & Co., Ltd., screens and 
pumps.—-Williams & James Ltd., 
pumps and compressors.—-Henry 
Thorpe & Co., Lid., gas appli- 
ances. 


NEW_ CAMPAIGNS 


Ltd., 
Ww 


For Band-Aid waterproof 
adhesive dressings made by 
Johnson & Johnson (Great 


Britain) Ltd., in nationals and 
trade Press.—For Ministry of 
Fuel and Power to announce 
how to change coal suppliers, 
single insertions in national 
dailies and Sundays, provinvial 
and London evenings. Agents 
Pritchard, Wood and Partners. 
For Weetabix Cereal, to 
announce incorporation of sweet- 
ening material. Smaller spaces 
in national dailies, London and 
provincial evenings have been 
diverted to this campaign; larger 
spaces in these media are con- 
tinuing the normal campaign with 
strip technique which started in 


First Post-war ‘Times’ Full Page 


late January. Agents 
Notley Advertising Ltd. 

For Ilford Selochrome films in 
national dailies and Sundays, 
general interest weeklies, special- 
ised journals, provincials, and 
Seottish and Irish papers. 
Agents: Everetts Advertising Ltd. 

For Angier's Junior Aspirin in 
national dailies, women’s and 
juvenile journals, and nursing 
and medical Press. Agents: 
C. Vernon & Sons Ltd. 

For Gaydec paint brushes, in 
News of the World, national 
dailies, and trade Press. Agents 
Clifford Bloxham & Partners Lid. 

For Tryst lipsticks in class 
“A” women's journals. Agents 
George Murray (Advertising) Ltd. 

For Pel chairs nest and steel 
furniture, in national dailies, 
provincials, weekly magazines 
and = specialised publications 
Agents: T. B. Waddicor 
Partners Ltd. 


Cecil D. 


For Brown Bros. and Taylor 
(York) Ltd., furniture, and for 
Murray's bread, half pages in 
selected rovincial evenings 
Agents: Alfred Bates & Son Lid, 

For J, W. French & Co., Ltd., 
Frenlite self-raising flour, in 
London evenings, selected pro- 
vincial weeklies, and posters on 
London and provincial carrier 
vans.—For Alabastine Filler, in 
national dailies and Sundays, 
London evenings, selected provin- 
cials, periodicals and animated 
colour filmiets in cinemas. 


Agents: Pratt & Co, (Advertising) 
Ltd. 


PORTS POL) Foe feneY Faery 


Good mornings begin with 


Gillette 


In its 24-page issue 
on Saturday, on 
the back cover of 
the election results 
supplement, “The 
Times” carried this 
Gillette advertise- 
ment, its first 
whole-page since 
the war. See story 


on page 357. 


SPECIAL 
NUMBERS 


for the business seeking 
Manufacturers of 


SPORTS & GAMES 
EQUIPMENT 


3rd May 
B.LF. and EXPORT NUMBER 


with a guaranteed extra 
Foreign circulation of 2,000 
copies. 


10th May 
2nd B.LF. ISSUE 


giving first impressions of the 
Fair. 


17th May 
3rd B.LP. ISSUE 


summing up the Fair. 


Ith September 
EXPORT NUMBER 


to follow up the issue of the 

3rd May which again carries 

with it a guaranteed extra 

distribution of 2,000 copies 
abroad. 


for full particulars opply to 
HARPERS 
Sports and Games 


8 Lloyds Avenue, E.C3 


ROYAL 3838 
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Pleased to meet you 


at the 
i 


~ PALMERSTON 


This famous City Restaurant has many and varied 
amenities of particular interest to all Directors and 
Business Executives. It is completely equipped for 
Banquets, Masonic Dinners, Cocktail Parties, Dinner- 
Dances, Conferences and Staff Parties. Whether it be 
an intimate luncheon for a dozen or a Reception for 
g00, the function has the personal and undivided 
attention of the Manager. He will be pleased to send 
you an illustrated booklet on request. 


BISHOPSGATE, €.C.2. 
Telephone ; LONDON WALL 6317 
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22 CHENIES STREET-WOE'l 


for Greater London & Surrey tcidaten”* | 
Croydon 
Times 


SERIES 
Tel. Croydon 3434 


Nae HIGH ST., CROYDON 


j 
Fresh-readable-interesting — 


“MECHANICAL WORLD | 


AND ENGINEERING RECORD 


1S INDISPENSABLE TO ENGINEERS 
Put it on your schedule for technical advertising 


EMMOTT & COMPANY LIMITE. 21 BEOFORO 


STREET, LONDON WC? Bi 
mance te “e on TREET WELT, ManwCrHeiToR 5 
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MEDIA SPACE RECORD 
For week ending Sunday, February 26 


Marcu 2, 1950 


London (oben 
- length SPACE IN COLUMN INCHES 
Mornings & es amt : e 
Evenings as Display | Classified | Financial TOTALS 
Daily Express “4 22 x 1 1,152 83 19 1,254 
Daily Heraki “4 9 x i} 1 569 76 teas 
Daily Mail 40 2x1 2,293 tity 22 2425 
Daily Mirror 72 Spx Ie 1.428 va) - 1,451 
Daily Telegraph $2 2.2 1 pees 2,079 104d 3.3 
News Chronicle SO 2 <«) 1 892 4iae 2 2318 
The Times 72 225% 2 1313 2,006 5334 3.8554 
Evening News oe 22 « 1 1,255 932 7 2,248 
| Evening Standard 76 at «1 1348 6°83 16 ge 
Star 7? Spx Lisé6 aya 17 1547 
Sunday Papers 
News of the World ..; 10 22 «x 1h 490 2 - Si4 
Observer 10 2 «2 456) 127% a 595 
People 10 9 « I 458 453 
Reynolds News 10 2 «1 48 8 436 
Sunday Chromcle 10 2 « 1 $92 Br} Sen 
Sunday Dispatch 5 2x! a8 3 10 459 
Sunday Empire News 10 21 oor 3 wor 
| Suaday Express 10 + i ae 4824 12 6 Sol 
Sueday Mail 20 is «xt 527 9 536 
Suoday Mercury 20 is xt 491 43 $23 
Sunday Pictora! 20 1i%x 1 513 — Sis 
Sunday Sua 10 2x it 622 12 _ 634 
Sunday Times 10 22«2gor th 478 92 25 $95 
Western Independent | 16 | 17 x If 64h 115) _ 720 
| — 
. . . 
Provincial Mornings 
Aberdeen Prew & Jol Ra) 2x i 1071 928 j 19 2018 
Birmingham Gazette 42 2x1 717 YSS | 6 ivi 
Hirmungham Post 24x 2 _ - - 
Glasaow Daily Keoord 72 is x 1 1,124 42! 1,545 
Manchester D Dis 3s 22x I ” 316 22 1,277 
Manchester Guardian 62 23x 2 854 2,347 91 3,292 
, Newcastle Journal & 

North Mail 40 2x1 1,319 997 26 2.342 
Shetheld Telegraph | & 22 x} 770 1,221 22 2,013 
West-ra Daily Press 40 25)= 2 738 2444 4 3,196 

. . . 

Provincial Evenings 

Aberdeen E. Express 82 15 «x if 1,135 600 ~— 1,735 
Belfast Telegraph 48 235 * 3645 1,741 16 5,452 
Birmingham E. Des 45 22x ij 1 460 1,784 3.244 
Biruungham Mail -- 24¢x 2 — ~ — 

Bolton Evening News 40 cas 1,192 1,660 2,852 
Bradford Tel. & Argus 46 22x 1 1.477 1,698 3.175 
Coventry E. Telegraph 80 Sex I 200 1,322 3,331 
Eastern Evening News 80 6 x @ 1.777 ew 2.407 
Edinburgh E. News 46 22 x 1 1,271 2,258 3,529 
Glasgow E. C'tizen 38 22x it ® Liz 2,077 
Glasgow Evening News 68 S$ x 1 1,011 e447 1,658 
Manchester E Chroa 80 is x1 1,150 2.208 - 3,358 
Manchester E News M4 6x 1 1,096 2,782 3.548 
Middiesbrough E. Gaz. 76 sx! 1,567 1,193 - 2760 
Newcastle E. Chron BM is x1 1,641 1,461 - 3,122 
Northern D. Telegraph 76 Sax 1 1,258 140 — 2,752 
Sbetheld Star M4 sx il 1,433 1,522 — 2.955 
W. Lanes. E. Gazette & 46x 1 1.942 1,456 - 3,398 
Yorkshire E. Press 38 22§™ 1 1,467 921 — 2,388 


it must be borne in mind when reading these figures that a large 
number of newspapers are still unable to accommodate ali the display 


advertising offered them. 


in many instances classifieds are still published in “A” and “B” 
Figures given here and on the opposite page represent space 


copies 
occupied in one copy 


Where spaces are left blank, it is because the information has not 
come to hand in time for inclusion. 


R. Hughes Forms Australian Agency 


Mr. Robert Hughes, ex Mather 
& Crowther copy chief, who 
emigrated to Australia in 1948, 
has resigned his associate direc- 
torship of the Warwick Advertis- 
ing Service (Vic.) Pty. Ltd. of 
Melbourne, to found a new 
agency called Morgan & Hughes, 
Advertising 

An objective of the agency will 
be to provide British firms setting 
up in Australia with a complete 
market and merchandising ad- 
visory service, and creative ser- 


vice, of the standard available in 
the leading London agencies. 

Mr. Hughes's partner, Mr 
John Morgan, is an Australian 
with advertising, selling and mer- 
chandising experience in Australia 
and the U.S.A. 


The British Transport Commis- 
sion is advertising for an Adver- 
tising and Public Relations Officer 
in Scotland at a salary of £1,250 
—£1,750. 
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MEDIA SPACE RECORD oninued) 


Provincial 
Weeklies 


Acrringtos Observer 
& Times 

Bedfordshire Times 

Berrow's Worcester 


JjJourpai 
Bukenhead News 


Blackpool Gazette & 
Herald 
Bournemouth Times 
Brahton & Hove Gaz 
Bucks Free Press 
Cambridgeshire Times | 
Group 
Chester Chronicle 
Cumberland News 
Darlington & Stockton 
lanes 
Dudley Herald 
Eastbourne Gazette 
Essex Chronicle 
Evesham Journal & 
Four Shires Advtr 
Harrogate Advertiser 
Hastings Observer 
Herts Advertiser 
Hertfordshire Mercury 
L. of W. County Press 
Kent & Sussex Courter 
Kent Messenger 
Kentish Times Series 
Luton News & Bed 
tordshire Advertiser 
Middiesex Chronicle 


Series 
Preseot & District 
Reporter 
Rochdale Observer 
Rugby Advertiser 
Salisbury & Winchester’ 
Journal 
Somerset County Gaz. 
Southport Visiter Senes 
South Yorkshire & 
Rotherham Advtr _.| 
South Yorkshire Times) 
Senes 


Stourbridge Cry. Exp. | 
St. Helens Reporter ..| 
Surrey Comet | 
Sussex FE apress | 
Walsal) Observer | 
Warrington Guardian 
Welungton Journal 
West Herts & Watford 
Observer | 
Worthing Herald 


SPACE IN COLUMN INCHES 
i) es 
em liad ome 
Rurths 


Distdey TOTALS 


“STATISTICAL REVIEW” 


(Continued from page 


quarter of 1948. Mars and Crest 
accounted for 45 per cent of the 
expenditure in this group. 

The Christmas campaigns for 
biscuits were almost 25 per cent 
higher than in 1948 

Expenditure on medicinal 
preparations, which is subject to 
seasonal fluctuation, shows a 
decline for 20 groups of these 
products, but an aggregate in- 
crease of £130,000 over the pre- 
ceding quarter, and of £250,000 
over the same quarter in 1948. 

In the household soaps and 
detergents ficid the high level 
reached in the third quarter of 
1949 was passed in the last 
quarter, the total spent being 
£357,834. The biggest advertiser 
was Oxydol, £50,944, just beat- 
ing Persil, £50,770 The figure 
for toilet soaps, £128,292, is 
higher than for the preceding 
quarter and more than four times 
aS much as was spent in the 
Christmas quarter of 1948. 

The rise shown in the wine and 
spirits ficld, though seasonal, was 


358) 


especially marked, particularly in 
the case of wines, gin, brandy and 
cocktails. 

Expenditure in the December 
quarter for and per- 
fumery increased, although manu- 
facturers were spending less dur- 
ing the early months of the year 

A remarkable growth in ex- 
penditure for fountain and ball 

has been recorded The 
Statistical Review says “The 
vogue of the ball point pen can, 
we think, be fairly attributed toad- 
vertiusing. There could hardly 
be a clearer example of advertis- 
ing making the market.” The 
total for fountain pens reficcted 
competition from the ball point 
field, and was £116,212, com- 
pared with £44,219 in the Christ- 
mas quarter of 1948. The most 
heavily advertised brand was Biro, 
whose year’s total came to 
£78,123. 

Statistical Review introduces 
with this issue a list of advertisers 
spending more than £5,000 in 
Press aclvertising in 1949. 
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| With apologies to Mr. Punch 


| 
For your bread and butter 
are you a “ground nutter’ ? 


Do you plant cocoa, 
coffee or “‘tay’’ ? 


When attacks of disease 
on your crops fail to please, 


Do you watch, do you dust 
do you spray ? 


Are your predilections 
bound up with cross sections 
Of tractors, grain driers 

or pumps ? : 

Do you seek information 
on rice cultivation, 


Or on sugar, 
both “gran’’ and in lumps? 


Are you a “bush wacker” 
growing maize or “‘terbacker,’’ 


Or in Kent do you farm 
fruit and hops ? 


You can learn all about it, 
there’s mo need to doubt it, 


If only you study 
“World Crops.’’ 


WORLD CROPS 


Specimen copy and rates on request to : 


17 STRATFORD PLACE «- LONDON - W.1 


A Publication of the LEONARD HILL TECHNICAL GROUP 
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ADVERTISER'S WEEKLY 


THAT C. L. Smith, Dunlop 
genera! advertising manager, and 
E. S. H. Janes, advertising man- 
ager of their allied group, flew to 
Eire on Saturday to discuss ad- 


vertising there for tyres and 
allied products. 

. * * 
THAT Mark Chapman-Walker, 


chief publicity officer of the Con- 
servative Party, was married at 
Caxton Hall to-day (Thursday) to 
Mrs. Susan Matheson. And 

* * * 

THAT he described it as “a sna 
wedding between the elections”! 
* * * 

THAT Young & Rubicam and 
J. Walter Thompson have each 
advertised in every one of the 
241 issues of Fortune to date, 

and — 

* * * 
THAT the 20th anniversary issue 
of that great American journal 
pays tribute in a column house- 
advertisement to these two firms 
as being “among the greatest ad- 
vertising agencies in the busi- 
ness.” 


* * * 
THAT Walker Photographic 
(Supa) Ltd. of Stratford-on- 


Avon, have recently added an 
advertising department to the 
firm, They hope to open a 
separate agency shortly. © 

* 7 7 
THAT Albert Jarvis, of Albert 
Jarvis Ltd., Toronto, Canada, is 
in London. He is staying at the 
Cumberland Hotel until March 
18. 


seais, and of 


will 


ITHEMBOS SEAL 


Complete your reference files with specimens 
of the handsome Metcraft metal embossed 


our 
embossed printed seals 


We Hear— 


THAT Sir Keith Murdoch, man 
aging director, Melbourne Herald, 
and a director of Adelaide Adver- 
tiser and the Brisbane Courier 
Mail, is to visit Britain shortly 

* * * 
THAT new Republic of India 
postage stamps, to commemorate 
the inauguration of the new con- 
stitution on January 26, were 
designed by the Indian office of 
D. J. Keymer & Co., Ltd 

_ * * 
THAT G. A. T. Burdett, adver- 
tising manager to The Dowsett 
Group of Companies, Tallington, 
Lincs, is to receive the Air 
Efficiency Award for his services 
in the R.A.F. Volunteer Reserve, 
which he joined in 1939 

* * . 
THAT John Leonard, a director 
of Kenya Advertising Corpora- 
tion Ltd. of Nairobi, arrives in 
Britain to-morrow (Friday) for a 
month's stay He can be con- 
tacted at the London office of 
Export Advertising Service Ltd 

- * * 
THAT the Law Society of British 
Columbia is running an adver 
tising campaign in local news- 
papers throughout the provinces 
publicising lawyers’ services 


brilliant Cameo 


Samples 


be sent free on request 


SALES MANAGER 


WALSALL LITHOGRAPHIC 
CO LTD MIDLAND ROAD - WALSALL 


| 


THAT spaces varying from 4 in. 
doubles to 11 in. triples have re- 
cently been taken in Irish national 
newspapers for Illustrated, 
Woman's Own, World Digest and 
Woman 
* * * 

THAT Reginald Methuish, of the 
A.C. Nielsen Company Ltd., of 
Oxford, spoke to the Coventry 
branch of L.S.M.A. on “Marketing 
Research” last week. 


* * * 
THAT John Taylor, editor, 
Tailor and Cutter, and 
Stone, free-lance, were respon- 
sible for the news story, current 
last week, about the King’s tartan 
dinner jacket. Mr. Taylor was 


formerly with the commercial 
radio department of Saward, 
Baker & Co., Ltd 

* * * 


THAT the Council of the Market 
Research Society, which met on 
Tuesday, carried to a further 
stage their discussion on the pro- 
posal to organise a “Market Re- 
search School.” 

* * * 
THAT Jack Dempsey, general 
manager, /rish Press, Dublin, is 
convalescing after his recent ill- 
ness; Fergus O’Sheehan, of 
F.OS. Displays, is also convales- 
cent and hopes to return to work 
soon 

* * * 
THAT Howard Duffield, Aldridge 
Press Ltd., is progressing favour- 
ably after his recent operation. 

* * * 


THAT Sam Heppner, general pub- 
licity manager. Mather & 
Crowther Ltd., wrote the English 
text for Johann Strauss’s “Die 
Fledermaus” on which is based 
“Gay Rosalinda” which was tele- 
vised on Sunday 
Who Won The Bet ? 
Somebody in the advertising 
business is due to collect 10s. 
from Mr. Oswald Mingay, an 
Australian visiting publisher. 
As a guest of Mr. Philip 
Emanuel at the December Thirty 
Club dinner on the night before 
the Australian Federal Elections, 


Mr. Mingay made a _ sporting 
bet of 10s. that the Labour 
Party would win, as 


reckoned it was an even money 
bet anyway. Now he cannot find 
or remember the name of the 
London advertising executive. 
Mr. Mingay would be pleased to 
hear from the person concerned 
with full identification. His 
address is 10 Salisbury Avenue, 
Cheam 


“LUCKY STAR” 


Newnes Lucky Srar is to 
remain a fortnightly, instead of 
becoming a weekly, as planned. 
Silver Star is a weekly and is to 
re@as sO 


Maacs 2, 1950 
NEWS ABOUT 
PEOPLE 


(Continued from page 360) 


Sales manager of Tintex Dyes 

Ltd., A. M. Bruce, has recently 

been = given the additional 

responsibility of handling Tin- 

tex advertising. 
* * * 

Dennis W. Saunders, of Lambe 
& Robinson Ltd., has joined the 
advertising staff of the Dunlop 
Rubber Co. at Birmingham. 

* * * 

Henry R. Camper has joined 
Export Advertising Service Ltd. 
4S an assistant account executive. 
He was recently member of a 
creative team for Commercial 
Publicity (London) Ltd. 

* * * 


John M. McCormack, formerly 
Space representative with ADVER- 
TISER’'S WeerKLy, has been 
appointed advertisement manager 
of International Travel Agent. 

* * * 


Stuart Wynn Jones has joined 
the creative department, Mather 
& Crowther Ltd. 


ADV <RTISING 
DIARY 


, March 3. 
MANCHESTER Pusiicity Associ 
ATION JUNIOR SECTION Speaker 
A. Gibson on “Let's Design a 


Serics."" Internatio’ Club, George 
Surect 5 p.m 
Pusuciry Cius or GLascow 


W. Jackson Millar on “‘Scouand's 
Industrial Outlook Now."’ 

Society of Dirtoma Mempeas oF 
THE ADVERTISING ASSOCIATION, 
Yorxsuime Baancn. W. Furness on 
“Ihe Ethics of Advertising.”” 
Y.W.CA. Leeds. 7.30 p.m 

Bovenemoutn Pusticrry Cius 
Luncheon meeting. W. J. Leaper 
on “Lhe 2 et oe Law of Adver- 

3 A - 


using J lien's Upper 
Restaurant 
. o. 

Pusiicity Cius oF Lonpon 
Gracme Cranch on “‘Interpreing 
the Survey.”’ Waldorf Hotel. 6 om 

PUBLICITY Cius or SEDS 
Dinner Powoiny’s Restaurant, 


Leeds. Presentation of F_ E. 
Cup. 


Coon 


wesaay, March 7. 
Pusuictry Cius oF NEWCASTLE 


K. Shanks on Newcastle and 
District.” 

Women’s Apvertisino CLUB oF 
Lo~pon Dinner ’. Hooper 
on “Can the British Sell?" Troca- 
dero. 7 pm 

InconpoRaTED Sates Manacens’ 
ASSOCIATION, OND IN Brancn 
Luncheon. Wallace B_ Phillips (of 


America) on “Twenty Questions for 
your Confereme.”” Connaught 
Rooms. 12.30 pm 


° " 
InstiruTe of Pustic ReLaTtions 
Jonn Grierson on 


Films in Pubtic lan- 
ning Centre, 28 King Street, Covem 
arden 


INCORPORATED ADVERTISING Mana- 


oes’ Associarion.. Roger k on 
“Overseas Advertsing" Waldorf 
Hotel. 6.3 pm 

Bartish Dmect Man Apver- 
TISING ASSOCIATION Chas 
Knights on “Statistics im Direct 
Mail, Follow-ups. Records of Results 
and Pooling of Information.” 
Waldorf Hotel 4.30 pm 

. %. 

Pusticrry Civr oF LONDON 

Gata Hotel 


Dorchester 
10. 


aster Sro~ Makers 


ASsocr 
aATrON. Annual dinner. Dorchester 
Hotel. London 

Fiest Farmay Cius. MancHester 


Ladies Night 


. March 13. 
Pusuicrry Cius or Norrivonam 
C. Houghton on “The Right of 
the Public to Know.” 
6. 
Cus 


y. 
Pusiictry op Leeps 
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PUBLICATIONS NEWS AND NOTES 


New Travel Trade 
Monthly Appears 


Blandford Publications Ltd. 
are publishers of International 
Travel Agent, a new monthly for 
the travel business. March issue 
contains travel intelligence sup- 
plied by correspondents in the 
tourist centres of many countries. 
Illustrations include famous 
buildings, liners and planes, and 
the cover has a photograph of a 
Norwegian fjord, with blue title 
panels. Size 11 in. x 84 in., art 
paper. price Is. 6d. Of the 48 
pages plus covers, in the first 
(March) issue, some 13 pages con- 
tain advertisements from travel 
agents, shipping lines and hotels. 


March British Road Services 
Magazine, new organ of the Road 
Haulage Executive, contains 
articles on traffic routing, execu- 
tive and worker personalities, a 
technica! feature on internal com- 
bustion engines, local news, social 
items, a women’s page, a short 
story and a crossword. Size 10 in 
x 74 in., art paper, semi-stiff 
covers No advertisements are 
contemplated at present 


A bi-monthly devoted to the 
use of films and film strips for 
religious purposes, Church and 
Film, appears this week. It has 
an art paper cover and uses 
Mellotex for inside pages, most 
of which are in two colours 
Page size is 9} in. x 74 in., type 
area 8 in. x 6 in., price Is, Pub- 
lishers are the Religious Educa- 
tion Press Ltd.. advertisement 
manager, Mr. David A. Hayes. 
Advertisement space will be 
limited and positions will be 
allotted in order of receipt 


March issue of British Produc- 
tion (which is published by 
Specialised Productions  Ltd., 
Surbiton, and should not be con- 
fused with any other publication 
having a similar name) includes, 
in addition to expert reports on 
machinery, textiles, pottery, agri- 
cultural chemicals, food process- 
ing, marine insurance, etc., 
articles which indicate the in- 
creasing scope of the production 
of goods for export As an 
example, there is a survey of the 
immense development which has 
taken place in Scotland during 
the post-war years The issue 
also contains an introduction to 
export packaging problems 


Home Notes wil! produce a 
Spring Beauty issue on April 14 
Press date: March 28 


March 3 issue of the Municipal 
Journal carries colour on 
editorial pages for the first time 
in its 58 years’ history Adver- 
tisers support the issue with five 
colours on the cover, a four- 
colour art insert, and two-colour 
full page advertisements facing 
matter 


The Belfast Telegraph of 
February 24, the first twelve-page 
issue since 1939, contained full 
details of election results up to 
time of publication. Issue of 
February 15 contained a compo- 
site page on which there was an 


editorial announcement giving | 


details of the newspaper's Dress- 
making Contest in connection 
with National Sewing Week 


June Aeronautics wil! be de- | 


voted to the de Havilland Comet, 
April 28 is final Press date. 
Miniature Camera World, 
published quarterly since the 
beginning of the war, reverts to 
monthly publication on March 7 
Format is unchanged, but a two- 
colour cover will be introduced 


Odhams’'s Sporting Life Weekly 
will, from March 10, be called 
Sporting Life Guide and will be 


on sale on Fridays, instead of | 
| 


Saturdays as formerly. 


Art and Craft is in future to | 


be published six times in each 
year, instead of three times as at 
present. The next issue, for May, 
will be published on April 25 


Format of Model Ships and 
Power Boats wil! change to 8 in 
x 6 in. from the March issue 
Advertisement rates will be un- 
changed, but the selling price 
will be doubled, to Is 


A quarterly since the begin- 
ning of the war, Needlework 
Illustrated will be published 
alternate months, starting March 
1 There will be no change in 
format or advertisement rates 


The July Watchmaker, Jeweller 
Silversmith will be an 


enlarged special issue to cele- | 
brate the 75th anniversary of | 


this National Trade Press jour- 
nal. It will review trade events 
for the past three-quarters of a 
century 


From the March issue, New 


Outlook on Motoring, published 


by the Nuffield Organisation, 
will be renamed Motoring. 
Following the publicity given 
to the launching of Opera (alter- 
nate months) by the editor, the 
Earl of Harewood, the whole 


print of the first number for | 


February/March is already sold 
out, and as the publication is 


current until March 25, a reprint 
' 


is to be made 


The February 25 issue of The 
Investor's Chronicle contains in | 


a supplement the first part of a 
survey “Insurance in Action.” 
This is a well-written picture of 
life, endowment, pensions. 
trusteeships and other forms of 
insurance service The supple- 
ment occupies 12 pages, of which 
nearly five are advertisements: 
the second part appears on 
March 4. 


ONE USUALLY 
MEETS 
ONES FRIENDS 
AND FELLOW 
ADVERTISERS 


w (HE JATLER. 


— DOESNT ONE 7 


W. T. CARPENTER, Advertisement Manager, 
Commonwealth House, New Oxford Street, London, W.C.1 
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SILK SCREEN ARTS Li 


97 SHIRLEY ROAD. CROYOON 


24OO;rSCOMBE B14 78 


HIGHEST GRADE 
CLEAN & SHARP 
RAST MANSHIP 


SPLEDY SERVICE 
, EXPRESS , 
DELIVERY 


THERE 15 WO SUBSTITUTE fos EXPERIENCE 


ONE ball 
makes no ball-bearing..! 


All British manufacturers 
| whose products have been 
accepted for the 1951 Festival 


Stock List, being compiled by the 
Council of Industrial Design, will 
be able to participate in a display 
of the Stock List which, it has 
been decided, is to have a place 
in the exhibition. This display. 
to be called “1951 Design 
Review,” is intended to show the 
public the high standard of design 
achieved in a wide range of con- 
temporary British manufactures. 


One ad makes no campaign. 
Good, “hard” ideas eapeptes ead 


EXHIBITION 


DISPLAY 


| 
| 
} 


ted again, are the best 
ms ah my for business. It is planned to present 20- 


3,000 photographs and samples 


Allmanna Annonsbyran AB) (for flat products), subdivided 
Stockholm — Sweden into section by industries. The 
Gabbe addres: i Or i, appropriate trade or technical 
Advertising stots | journals will be displayed in cach 


section. One or two journals will 
be shown in the main sections of 
the exhibition. 


Lually,... SCREEN 


Priestleys 


CPPPUE RL AL 


FOAD GLOUCESTER 


HARPER 


ADVERTISING 


av it] 


Blotters * Diaries * Calendars 
Write for list 


D. HARPER & (0. LTD. 


258/262 Holloway Rd. « London - N.7 
Phone: NORTH 3822 


EXHIBITION 
STANDS 


MERCURY DISPLAYS LTD. 
Tt t¢€.. 6940329 


ROOSTER photography 
vt al er Tain 


weap eed opel 
vx wilt te sent te vom 


ROOSTER PUBLIC! 


ae PETERBOROUGH 


William Samuel & Gace | 
(London) Limited 


are prepared to purchase 
business of a firm of advertising 
contractors. Details in confidence to 
W. Samuel, 17 Philpot Lane 
London, E.C.3. 


the | 


Normally each 
coloured drawing, 


photograph, 
or sample in 


TO PUBLISHERS 


We specialise in the printing the stock list will carry a “very 
and dispatching of estabiish- short” descriptive caption, an 
ed monthly, quarterly and b , f 
annual publications index number and the name o 
your enquiries to — the manufacturer and/or de- 
G. FF. TOMKIN, LTD. signer. This does not represent 
5015, Grove Green Read a change of the policy that 


Leytonstone, E11 LEY 1164-5 


le 


CLELAND 
PACKAGING 


brand names or manufacturers’ 
names shall be allowed only if 
they are normally part of the 
product. 

A new method of mechanical 
presentation is being worked out 
which, it is hoped, will give a 
general picture of the range and 
quality of British products, while 


Ideal Home Exhibition 


There will be no official open- 


ing to this year’s Daily Mail 

Cartons, outers and display pieces made ‘ > “} 
to order, in immaculate corte and in the Ideal Home Exhibition On 
best trafitions of industrial Design — Monday, March 6, there will be 


functionally and visually 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


a Press pre-view, and in the after- 
noon the exhibition will be 
visited by many people prominent 
in public life. 

The public will be admitted 
from 9.30 a.m a morning. 


*° POSTER SITES 
ct BULLETINS 


PADDINGTON 
ADVERTISING 
COMPANY 
37, Spring Street, W.2 


PADDINGTON O18F 7 


New Companies 


Lid., 31 High 
Nominal capital 
Copeland, G 
Holdway 

. 110 New Bond 
Advertsing and Publicity 


Street, Stoke-on-I rent 
£1,000. Directors 
Cartlidge and H 
Hemowr Art I 


Street, WI 


| left £44,496 


agents. Nomina] capital: £100. Director 
D_ Langdon 
YW) We | Pei a ) peeneed free Led... 36 Lavender 
* v “plas 4 venue Kingsbury omina) 
Keliel ity bec] Saas aes 
. x oo and T. Cunnirgham 
" Toigate Pres Lid., 8 Widmore Road 
‘ Bromicy, Ken Primers and publishers 
Wizh ry * 7) i coevied on as Rodin Hood Press.” 
> ominai capital 63.000 Dire tors 
oul Med Dies: H. JO. Kelly, & B Warr and HE 
cily 
‘Kestret Press Ltd., General printers and 
pul sbers Nominal capial £500 
Deector GW. A. Nunn 
Led., 199 Piccadilly, WI 
ge e}: 
p Ideas P< a eae 
“2 @ SHOWCARDS 
| 3 = jondwritten or $ th Sereened 
| ADIIPHD ARTISTS =" 
S. ; 1, NEELD PARADE 1ST esey 
a I, Buckinghom Street. WC2 “"™ te Tel : WEM. 3366 and 2939 
“=: TEM.2588 ss: t ™ Publicity” Wi 
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1951 Festival Will Exhibit Its 
Stock List Pictures 


enabling visitors with 1 in- 
terests to slow down the move- 
ment and ecXamine a section more 
closely. 

A number of sponsored films 
will also find a place in the 
Festival. 


Council Wants Ads. 
On Bins 


Godmanchester (Hunts) 
Borough Council is to appeal 
against the decision of the County 
Planning Committee to ban the 
placing of bins bearing advertise- 
ments in the streets of the town. 
The fronts of the bins, on which 
the advertisements would be 
placed, measure 15 in. by 8 in. 
Without the advertisements the 
Council would not get the bins. 


HATTERS’ WINDOW 
DRESSING CONTEST 


A window dressing contest with 
prizes worth £600 is being organ- 
ised for Men's Hat Promotion 
Ltd. by the Hatters’ Information 
Centre (Pritchard, Wood & Part- 
ners). The contest is claimed to 
be the first big step to bring the 
retailer “right into the men's hat 
campaign.” 


Colour Photography 
Lectures 


A series of ten weekly lectures 
on the theory and practice of 
colour photography has been ar- 
ranged by the London School of 
Photography. The series will start 
on April 25 at 6.30 p.m. 

A feature of the course will be 
demonstrations of the working of 
the Carbro and Dye Transfer pro- 
cesses. 


Legal and Gazette 


£2,000 


Photographers 
T of 


Nominal capital 
part 
y registered are 
taken from the Dally Register complied 
by Jderdan and Sens, Lid., Company 
Registration Agents, 116 Chancery Lane, 
Londen, W.C.2.) 


APPLICATION FOR 
FROM 


ton. journal propnetor Application for 
discharge, March 6, at the County 
Northampton 


WILLS 


Me. Liowet Dave Fak, late chairman 
of D. J. Keymer & Co., Led. a founder- 
member of the Inaitute of Incorporated 
Practitioners in Advertising, and of the 
Association of British Advertising Agents 
7s. Id. gross, £44,286 6s. 42 


net 

Ma FPeeperccxk Writ Saromson 
London manager of the 
Newspapers 
4d. gross, £32,145 4s 


Afncan 
£34,790 188 


net 

Me. Aceert Wriitam Hart. proprictor 
and editor of the Colwyn Bay Review, 
formerty advertisement 
Leicester Mail, and previousy in the 
advertisement department of the 
Northampton Mercury and Echo left 
£1,731 10s. 4d, gross, £1,661 17s. 9d. net 


manager of the 
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CLASSIFIED ADVERTISEMENTS 
SPP icant 
Contr 


are a really outstanding 
STILL LIFE 
ARTIST 


of wide experience, able to 
illustrate any subject in any 
technique tothe highest standard, 
then an opportunity awaits you 
in our Organisation. 
Write or ‘phone for an appointment 


Ao imeresting and progremive positice is | 
wih | 


avaiable s Junior Copywriter 


| ASSISTANT rcquired (youns 
progress end 


preferred) for 

administrative duties with am pro 
duction unt of printing organisation 
WC. district State experience, age 
and 

Box 725 Ad. Weekly 180 Pleet St BC4 


oe Young Lad 7 & abow 15. 


A joB 
FOR TWINS 


To advertising parents who 
proudly acknowledge teen-age 
twins (boy and girl): there are 
useful jobs starting at SO shillings 
weekly for each of them in the 
London Advertising Department 


FIGURE 
ARTIST 


THE 5.7. GARLAND ADVERTISING 
SERVICE LTD. 
has a vacancy for a 
man experienced 
in Agency 
Studio Work. 


Write giving brief outline 


COPYWRITER sella ne 


Urgently Required 
to work on varied 
national accounts for 
well known London 
agency. Experience 
and salary required to 


Box 602 
Advertiser's Weekly, 180 Fleet St., £04 


of a very big industrial organ- 
isation. 

NOTE: They don’t hove to be 
twins or even related at all; but 
they must be 16-17 years old, 
intelligent, energetic and eager 
to learn. Please write fully to: 

AT. Box 22 

RIPLEY PRESTON & CO. LTD. 
Wheatsheaf House, Carmelice $., E.C.4 


COPYWRITER, sage 30/40, wamed for 
a 


STUDIO IRWIN LIMITED 
118 Chancery Lane, W.C.2 
Telephone: CITY 2I7! 


ART DIRECTOR 
$2 Mount Street, Londen, W.! 
Telephone . GROsvenor 3233 


MARK 
—7 REPRESENTATIVE required for London 
and Suburban wk 
printers and decores = -%. . it 
you are a tive raat “ou wide con- 


. See 


appmotmen giving 
m™ of well-known cme, cthc.. 
conden Machine Toot Makers, Must | Box 720 Ad. Weekly 180 Pleet St BO4 
have engineering or ang able man 0 
to write sales Full details 
experience and salary ry 
Box 723 Ad. Weekly 180 Pieet St BC4 
VinsT 11436 Leuering Arcist required | 
ommercial Arm Studio. Phone 
Shuroserss Bush 4548. of write >, The 
ale Studios, Acton, London, W.5 


Box 663 Ad. Weekly 180 Fleet 8 BC4 | EAVOUT/LETTERING arts required 
ALL ROUND GENERAL for s00d class work in Studio. A firs 
required a — mm. o- opportunity for « keen ad 


slaLng experience 
Bor S16 Ad. Weekly 180 Fleet St BCA Bon $64 Ad. Weekly 180 Fleet Si BCS 


ADVERTISING 
MANAGER 


required by large manufacturers of toilet prepara- 


COPYWRITER 


Gee a te +, De Se. te 
re Me if pp tan ills aie ue 34 : ' 


The L.P.£. has a vacancy in one of its creative groups for 
a copywriter who can one day become a senior ; and who 
meanwhile is at least sufficiently experienced to be able to 
tackle a job from a standing start. He (or she) will work on 


tions, whose products are household names. 
Some experience of the trade desirable; an alert 
a variety of accounts which includes some of a semi-technical 
‘A’ Group Leader, The London 
Press Exchange Ltd., 110 St. Martin’s Lane, W.C.2 


mind and a thorough knowledge of advertising 


nature. Please write to : principles and practice are more important than 


detailed knowledge of advertising technicalities. 
Write stating age, experience and present salary to 


LONDON PRESS EXCHANGE 


Bex No. 462 
L.P.E., 110 St. Martin’s Lane, Lendon, W.C2 
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Lt. BA: 
Et | ADVERTISEMENT MANAGER required 41 
oe | NE “moses eee ce . 
Fas . rence Salary and commission offered | Le 
eT The applicamt preferred will be one | Box 80] Ad Weekly 180 Flees St BCA | ae ind 
%: | who has « leaning towards “secsme the | sre! 
; job through"’ rather than just providing | \ 
. | idea and copy Apply: Crane Pub- | “4 
lieny Lid., 5-9 Quainy Coun, Chancery ; 
c Lane, W.C2 ys 
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APPOINTMENTS VACANT 


BRITISH TRANSPORT 
COMMISSION 


v SINC ACE SALESMAN 
invite applications for the appointment | Aves? _ ces guarameed 
of ADVERTISING AND PUBLIC weekly draw Good media Only 
RELATIONS OFFICER IN SCOTLAND | experienced men _nees apply, stating 
{i the Departement of the Chief age and experien 

ublic Relations and Publicity Officer) Box 730 Ad Weekly 180 Pleet St BC4 


The successful applicant will be respon- 
sible for the letting of commercial 
advertising space on the Commission's 
properties, vehicles, etc. to advertisers 
and advertising agents in Scotland 
He will also be responsible for the 
whole of the traffic publicity for Scottish 
Omnibuses Limited (whose services 


LETTERING ARTIST 
for work on National Accounts 
5 day 40 hour week and 
pleasant conditions 


were, until recently, operated by 

Scottish Motor Traction Company MURRAY STUDIO 

Limited), and for such public and press S$ ROSEBERY AVENUE, E.C.1 TER 8770 

relations activities as may be deter- 

mined from ume to ume The commen- 

cing salary will be £1,250—41,750 per DISPLAY ARTIST required by Exhib- 

annum, according to the qualifications yon and Display Studio. Manche ter 

and experience of the selected applicant ay ay Peace Digg age 
Applicants must have s first-class possess ability to work tw qualified 


sales and administrative experience in 


Jessaner s requirement 
the advertising business, preferably — aa . 


scheme If operation 


Superan, uation 
Write giving full 
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‘CLASSIFIED ADVERTISEMENTS | E 
| 


ERTISING SPACE SALESMEN 
monies for good mesia. Permmancacy 
tor fire: men Publishers, 


Beacoouce Heath 
wen Kings 7731 


PHOTO ENGRAVING 
ARTIST WANTED 
Good experience retouch- 
ing machinery 


Box 724 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION 
ASSISTANT 


Experienced man, full 
knowledge process 


subjects. 


Full particulars 


SUPERVISOR regu 


labuation Department of Market engraving and setting. 
Research Organsation, Applicants wits 
experience in hand tabulation preferred Good wages. Five day 
Write giving details of cxpcricnce. 


education and 


ined to control large 


week. Apply 


u& 
735 Ad Week! y "180 Fleet St EC4 


ARTISTS REQUIRED 


Ss. C. PEACOCK LTD. 
17 Air Street, W.! 


with good layout sense 


et - details of “age. experience and. salary ar ADAPTATION — LETTERING ARTIST with showcard 
requir to n ndits y | cxpernen.c, good condiio.s, inicrest 
— and press relations is desirable Box 726 Ad. Weekly 180 Pleet St BC4 me dit ae day | work, five-day wees Write of call 
LT stating date of birth, REPRESENTATIVE wad  adverusing jour week. with specumens Siudio Fidms, 71 Dean 
ations, previous experience, con ection required by firm of com ADAPT SERVICE Street, W.1 
pom post and salary, together with | mercial photographers Write stating 5 Rosebery Avenue, £.C.i Ter 8770 GENERAL ARTIST. London Com- 
any other relevant inv — inclu- ee. s \perence and salary ~ey’ to meroal Studio bas &@ vacaccy for a 
ding the names of two referees, should | m 732 Ad. Weekly 180 Fleet St EC4 - first - Cass eencral artist (NOT 
be sent to the Principal Staff Officer, | | SALES PROMOTION EXECUTIVE LETIERER). Exceilem salary to nett 
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RETOUCHERS 
first class 
and Improvers 


the studio 


with a view 
to Quality, | 


Service and LETTERING 
, i 
Reliability— oe — 
already has 
a large staff | savour 
of specialists— | orn dee 
require a | only 
number of | 
Artists in | sri ure 
various branches | scraper board 
of Advertising | line and 
Art... wash 


CHAMBERLAIN STUDIOS LTD. 
2 


LUDGATE WILL LONDON €.c.4 


Telephones . CENtre/ 3570 & CENtral 1948 


THE SHELL 
PETROLEUM COMPANY 


HAVE TWO VACANCIES IN LONDON 
(A) CREATIVE DESIGNER 
to create first class Press publicity, 
posters, books, visual aids, for use 
mostly in overseas areas. 


— 


(B 


ARTIST 

for general studio work, but will 
have a good opportunity to progress 
to senior position. 


— 


Apply in writing stating qualifications 
and experience to :- 


HOME STAFF DEPARTMENT 
St. Helen’s Court, London, E.C.3 
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Marca 2, 1950 


PPOINTMENTS VACANT 


PHOTO - STENCIL CHNICIAN 


knows his 
Ad. Weekly 180 Piece St 


REPRESENTATIVE 
REQUIRED 


with sound knowledge 


of negotiating 
prominent sites for 
well known outdoor 


advertising Company. 


EXCELLENT 
POSSIBILITIES 


WRITE STATING QUALIFICATIONS 


Bes EH. 717 
Advertiser's Weekly, 180 Fleet Sc., E.C.4 


for 
in : t 
»{ phone fo 
» Manager Mitchell 
Hoiborn Viaduct 


ARTIST, Lex 


waecs 
kly 


Wee 


OPPORTUNITIES 


IN 
NEW ZEALAND 


ILOTT'S one of the oldest and 
largest Agencies in the Domin- 
ion, require an all round Artist 
with a flair for figure work. 
They also require a Copywriter- 
Visualiser capable of origina- 
ting sound layouts for National 
campaigns 

The positions vacant are at 
our Head Office in Wellington 
and every inducement and en- 
couragement will be offered the 
selected applicants to establish 
themselves in a young country 
with exceptionally high 
living standards. Fares to New 
Zealand will be paid 

Vacancies also available for 
younger artists and copywriters 
of lesser experience with prac- 
tical Studio and Agency train- 
ing. Send specimens together 
with details giving age, experi- 
ence, qualifications, etc, to 


j. (LOTT LIMITED 


Piccadilly House, 33 Regent St. 
London, 5.W.! 


180 Fleet St Et 


Pp of 
a AMB 149 
EXPERIENCED 


ADVERTISEMENT 
REPRESENTATIVE wante { H 
echn a) w 


sac e 
Box 808 Ad. Weekly 


COPYWRITER required by 
Agency ADD. y 
Box 719 Ad. Weekly 
WELL-ANOWSN 
TESENG 
Mapagcr t 


Internanona 


180 Ficet St BC4 

OLTDOOR ADVER. 

CONTRACTORS require 

{ ther recor 

dcpartment 

mvcrsamt with al 

amd chanecabic dis 

men and trans 

have thorough 

and Home 
eply 

Box 805 Ad Weekly 


180 Pleet St BC4 


RETOUCHERS 
REQUIRED 


Vacancies 
Artists 


Process 
make first 


exist for 


who can 
class line drawings and who are 
capable of retouching photo- 
graphs constant variety 
of form. This work will hold 
special appeal to those inter- 
ested in mechanical subjects. 
Situation permanent with salary 


m a 


in accordance with capability 
Five day Bonus and 
Superannuation Schemes. Call, 
Write or Phone— 
GILCHRIST STUDIOS LTD 
329 High Holborn, W.C.1 
Telephone: Holborn 048! 


week 


INTERESTING SECRETARIAL 
+1 really cape j 


postion 
« s bh 


previous 
to 
boa 
FOR LETTER 
] y 


ARTIST 


ineshe 


GENERAL ARTIST, capadic 
» lettering, required f 
Stud Write staung ext 
salary requa 
Bor A We y 180 Phe 5 
PRODUCTION ASSISTANT wan 
Weer End A Mus t 
d 
nderstu rod 


pomunr GRO 
ADVERTISEMENT MANAGER 
i« t cd ! incering 


bxperer Year Book 
esent App 

Rox 806 A Weekly 18 
YOUNG LADY, eased 
Product Depar 


7m 


"Ad W k is ‘ 
ARTIST DESIGNER specisiiong in 
odustria f r eo 8 
apa ft prod ne s finishe J 
i strating 
m! packagir 


al ke 


cx 
ad in 
Bort 4 A 
W. ROWNTRER & SONS LTD 
a Fashion Arist for their § 


‘ 
1 
1 

a 
‘ 


Week i. ' ‘ 
require 
ough 


exper a 

me meres { work sh 

Suff Manager W. Rowntree 

Lid., 31/39 Westborough, Scarborough 


A VACANCY occur for 
estabiinhed firm 


producing = first 
postion calls 
tganing ability and a@ readiness 
imitiative A Gnancia) bolding 


wary 
Weekly 180 Ficer St BCS 


L.P. &. 


have a vacancy in their 


COPY DETAIL 
DEPT. 


for a young man with good 
knowledge of typesetting and 
blockmaking processes and of 
advertisement production 
routine. Apply, stating age, ex- 
perience and salary required, to 
Manager, Copy Detail, 
LONDON PRESS EXCHANGE LTD. 
110 ST. MARTIN'S LANE, LONDON, W.C.2 


APPOINTMENTS WANTED 


FRONT .-RANK COPYWRITER socks 
& cnhanec London only 
Ad Weekly 180 Fleet St BC4 
LAYOUT LETIERING ARTIST, Younes 
Agency caperncnce. deste caange 
Box 740 Ad. Wee.ly isu ricet St 
AMBITIOLS, al-round 
agou J5 (ba Dervece) 
cxacculive, secks Cdanae 
and capericthcc m all 


ma 
pubichtty man 
lormeny paper 
Sound know 
brancoes 
iw Pieces St BCS 
EXECUTIVE 
Q5), responsibility 
poxy planning wb clichts 

important nauonai aod technwal 
accounts, deswtes London appomimen 
reguiring ability 10 mutate and prepare 
campaigns, and “see th 
im every detail ‘ 
fair compicic cxpericnce of 
aspect of agemy roulime and practice on 

tive afd administrative sides 

shoot educstion engineering 


Ad. Weekly 180 FPieet St BC4 


PRODUCTION MAN with 
caperence secks permanent 

“ressive and imteresung post 
468 Ad. Week 1m? Fleet St 


Jv ertuasing 


EC4 


exper) 


Tester, ‘! 
5Ww iis 
YOUNG MAN, cxtemive wrung experi 
ence desires cmicr advertning any 
> ty. salary scvondary to cuperience 
Box Ad. Weekly ist aS ECs 
TO EXHIBITION ORGANISERS. Young 
man secks poston with Exhibition 
Pre-war and post-war 
Exper lay-out f 
n bh comtractom 

n uadogu fearures 
representation comtiacts 


Sutherland Grove 


ation 


180 Pleet St 

YOUNG Agency trained Viewalecr with 

. ed business at ¥. seeks positon 

as Advertising Manager (or 

with large Shipping. Aircraft 

oncern Fifteen years 

i fast and Ss 

Lond or abr 

Box m Ad WwW 1m 
PHOTOGRAPHER, Creative 


secks progtesive situation 


Fieet St BC4 
Skilied 
with Colour 
Stud 
Box 600 Ad Weekly 18 
SHORTHAND - TYPIST. 
retarics, Clerks 
need of staff 
Excel House 


Pleet St BC4 


toomb Steet 
9? We 


REPRESENTATIVE 
from present 
contact of @ executive Eapert 
ence m outdoor publicity and printing 
Box Se? Ad. Weekly 180 Pieet St BCs 


resigning 


post sccks appointment as 


marnts 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


TUDOR ART AGENCY LTD. 
wish to represent good 
ILLUSTRATIVE, FIGURE AND 
CHILDREN’S ARTISTS 
free lonce bosis only 
Phone HOL 684i =| Furnival §¢., £.C4 


voreatlee 
vaned 
a few 


TOP-FLIGHT COPYWRITER, 
nue end with 20 years 
marketing Cuperence. can accept 
addibonal COmMmiAlOns 
Bou 741 Ad. Weekly 180 Pleet St BC4 


OWING DEATH OF NATIONAL 
nagarine. Micet Street offices and Art 
vudeo offer an service (also editorial 
serve if required) to 
PRLSHR., of FPRTR. 
ibie discern and use S-siar opporunity 
fon large sale oF email 


Bex 607 
Advertiser's Weekly, 180 Fleet bc, £.C.4 


AGENT wel) cstablished for sctling 
Publicny Gifts and Advertiing Novel 
ties, Showeards, Displays. also trade 
work as Cellulod printing Embossing 
Sik screening, etc Holhro Co... Lid 
4) Brecknock Road, London N,7 
GUL 487) 2848 


MORE MACHINERY 
including rotary press, will 
enable Wembley News, Neeld 
Parade, Wembley, to undertake 
further contracts, from April | 
for both FLATBED and ROTARY 
work 


ADVERTISEMENT WEPRESENTA 
in London, required by irish 
for csabiihed 
International programmes 
mediums Attractive 
( onmecthon and details to 
Hox 98 Ad. Weekly 180 Fieet St BCs 


USE 
PHOTOGRAPHS 


to tell your story 
AT THE B.1.F. 
PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938.9 


Soccer 


commissior 


for 
incdiustve of 
cleaning bot water 
(male and femaic) 

camecn covermg, tec 

and reception 

2S Haymarker 


PRINTERS 


LETTERPRESS, 
nd 


factiitues 
“Tvs 


OFFSET. GRAVURE 
Colow Monochrome Forcig 
| anguaecs Dugdale Printing Led 
122 Wardour Street. London 1 


SPECIAL ANNOUNCEMENT 


See February 19 issue of Acver- 
tiser’s Weekly pages 300 and 30! 
for the Advertising Services & 
Supplies Section. March 16 
will be the next issue containing 
these services. 
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ADVERTISER'S WEEKLY 


@ REGISTERED Weekly 
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NEWSPAPER 


Tuurspay, Marcu 2, 1950 


D. a copy 
40/- a year 
Post free 
(45/-overseas) 


A riverside raw material 
The riverside willows of East Anglia would appear to be far 
removed from the busy hum of Bowaters building and insulation 
board mills at Kemsley in Kent. Yet willow and other woods have 
been found to be eminently suitable for certain descriptions of 
board marketed by Bowaters. The use of English wood for board 
manufacture, and straw for conversion into strawpaper, is helping 
to protect sterling. From spinney and field Bowaters harvest home 
grown materials to save dollars for Britain. By resourcefulness in 
tackling problems of manufacture, and in their search for new 
materials, the Bowater Organisation has kept pace with the ever 
increasing demands for the products of pulp, paper and board. 


Issued by 
THE BOWATER PAPER CORPORATION LIMITED 
London 


GREAT BRITAIN CANADA AUSTRALIA SOUTH AFRICA USA NORWAY SWEDEN 


| STOP PRESS 


JOINS BOARD OF 
NEVIN D. HIRST 


Denis A, Birkett, principal, 
Birkett Design Unit, has joined 
Board of Nevin D. Hirst (Ad- 
vertising) Lid. where he will 
be accounts executive. Before 
war was with Collinsons Adver- 


tising Agency Ltd. Leeds. 


L. J. Rowling has joined H. C 
Long} ey Ltd, as proauc. ion 
manager at London office, Has 
been advertising manager, Peto 
Scott Co., Ultra Eleciric and 
Truvox Engineering Co. 


DEATH OF E. LEICESTER 

Ernest Leicester, formerly 
qancens director, QOuidoor 
Advertising Lid., who retired 
about five years ago, died at 


Bournemouth yesterday (Wed- 
ays. 


AGAMATIC TEST CAMPAIGN 


Test campaign for Agamatic 
boiler to start shortly in 
Southampton, Newcastle and 
Edinburgn, following pilot p< 
sertion in “Sunday Times” this 
week. Agents: Mather & Crow- 


Campa: for Air France in 
national ilies and Sundays, 
selected magazines and provin- 
cials starts mid-March. Agents: 
Paul E. Derrick Advertising. 
Posters on bus sides and in 
taues being placed by Havas 


Full-page ad. for “Woman” 
appeared in “Daily Herald” 
yesterday (Wednesday). “Her- 
ald” says other full pages might 
appear occasionally by special 
arrangement, 


New campaign for Will's Gold 
Flake cigarettes in national 
dailies, and in women’s maga- 
— (black and white). Colour 

ampaign in women's magazines 
cont nues. Agents: Grant Ad- 
vertising. 


“Yorkshire E. oy yo 
soring first a arance in 

don, on Monday. of Yorkshire 
Symphony Orchestra, which is 
to —_ at Albert Hall. 


Darts team Alfred Pombarten 
Lid., beat team from W. 
Crawford Lid, 2-1 in a 
contest. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led. at their office at 180, Fleet Street, London, E.C.4. 
March 2, 1950. Printed in England by Scapies Press Limited at their Great Titchfield Screet, London, 


(Phone : Chancery 8844.) 
establishment. 
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